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‘Normal’ Market Back 
_ in Home Goods Field 


Price Trends Vary as 
Buyers Order Warily; 
Broader Lines Shown 


Cuicaco—The buyers’ market 
got off to a slow—yet highly en- 
couraging—start. last week at Chi- 
cago’s international furniture and 
home furnishings market. 

Postwar sink-or-swim scramb- 
ling for goods is over. Cautious 
shopping around by buyers is in 
vogue. By the time the market 
closes Jan, 15 at the American 
Furniture Mart and Merchandise 
Mart, manufacturer exhibitors ex- 
pect to tally substantial orders 
from retailers. They’ve broadened 
their lines, cut prices where pos- 
sible, and plan to team up with 
dealers in getting back to inten- 
sive merchandising and advertis- 
ing to the dollar-conscious con- 
sumer. : 

The price picture, of course, is 
still spotty. Furniture and 
bedding makers believe they’ve 
reached the price top, but they 
don’t expect any sensational cuts 
during 1949 without cutting qual- 
ity, too. Carpeting and hard floor 
coverings are up in price. Price 
reductions are good news to buyers 


of housewares and appliances, and| = 


they’re looking for more cuts that 
may not materialize. Prices are 
firm, generally, on upholstery fab- 
rics, draperies and curtains, lamps 
and shades. 


a Lower prices loom even more 
important this year for the na- 
tion’s radio and television set 
makers as they jockey for leader- 
ship in the video field while try- 
ing to maintain a solid market 
in radio receivers. Video manu- 


-facturers expect to produce and 


sell 2,000,000 sets in 1949, com- 
pared with the 1,000,000 now in 
operation, and 3,000,000 in 1950. 

“But they can’t expect the goods 
to be taken away from them,” 
said Max Balcom, president of the 
Radio Manufacturers Association 
and vice-president and treasurer, 
Sylvania Electric Products. 
“They’ve got to sell, to merchan- 
dise like they did in the radio 
field.” 

Though the television producers 
will undoubtedly sell their °49 
output, there are still some down- 
ward “adjustment prices” ahead, 
Mr. Balcom declared at the mar- 
ket’s initial radio and television 
press conference, where he formed 
a two-man team with I. E. Show- 
erman, NBC’s central division 
manager. The industry, he admit- 
ted, has not done enough in pub- 
licizing why installation charges 
are an extra, not a flat, price in 
various markets under varying 
conditions. 


ms Radio makers, he said, would 
have had a tougher time without 
video last year, since their pro- 


= duction has dropped from 20,000,- 


000 sets in 1947 to about 16,000,- 
000 last year. This year’s output 
should be about 13,000,000, com- 
pared with 13,600,000 in the last 
(Continued on Page 45) 


We arge the “Do Something” Bist Congress to 
DO SOMETHING ABOUT THIS! 


DDAY - to do something by clumunating 
and oppressive luxury tsa whach for bve years bas edited 20% to the price of 
every aructe of or personal luggage sokd un Amernca Bumaess 
larded cust of Lying imreased and millones of victamased by thes 
sarranted hangover of wartume legwlstion Now whee multary seeds 
end foreign commitments mecessilals additonal government uncome we be 
beve thes tax results less revenue rather thas more REPEAL THE 
CALLED LUXURY TAX ON LUGGAGE’ 


SRY WAY LUGGACE COMPANY. wut pions NEW YORK, SEATTLE. USA 


APPEAL FOR REPEAL—Skyway Luggage 
Co., New York and Seattle, placed this 
six-column message in the Washington 
Post on the opening day of the 81st 
Congress, calling for action on repeal 
of the 20% luxury tax on luggage. 


D-F-S Leads 


in Ad Agencies’ 
Network Billings 


JWT, FC&B Still Hold 
2nd and 3rd Places; 
BBDO Makes Big Gain 


New YorkK—For the 15th con- 
secutive year, Dancer-Fitzgerald- 
Sample in 1948 led all advertising 
agencies in gross network time 
billings on the four coast-to-coast 
networks. J. Walter Thompson Co. 
continued in second place, and 
Foote, Cone & Belding again was 
third. 

Batten, Barton, Durstine & Os- 
born—increasing its network bill- 
ings about 40%—moved from 
seventh in 1947 to fourth in 1948. 
Despite slightly larger volume, 
Benton & Bowles dropped from 
fourth to sixth, while Young & 

(Continued on Page 49) 
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Pepsodent Rayve 

to Get Big Push 

Via Air, Dailies 
Teasers, Radio Spots, 


National Magazines Set : 
for Reworked Wave Kit 


Cuicaco—The Pepsodent divi- 
sion of Lever Brothers Co., Cam- 
bridge, Mass., today launches an 
intensive campaign for the Rayve 
home permanent kit with a series 
of teaser ads in 200 newspapers. 

Built around the theme,“‘What’s 
your Rayve number?,” these one- 
column ads will run twice daily in 
large cities and once daily in smal- 
ler cities during this week. J. 
Walter Thompson Co., Chicago, is 
the agency. 

On Sunday, Jan. 16, and Mon- 
day, Jan. 17, full-page ads will 
appear in newspapers in larger 
cities and smaller ads in smaller 
towns. The announcement ads will 
be backed by follow-up ads begin- 
ning on Jan. 23 and appearing 
weekly for three weeks in these 
newspapers. : 

Then on Jan. 31 a series of se- 
lective announcements will be 
launched on 90 stations and a net- 
work program for the home per- 
manent will begin shortly. No de- 
tails have been announced on the 
latter. 


ms The February issue of Good 
Housekeeping will carry the first 
full-page, four-color consumer 
magazine ad for Rayve. This will 
be followed by a double-page, 
four-color ad in the Feb. 5 Life. 
Similar ads are scheduled for 
Household, Ladies’ Home Journal, 
Look, Mademoiselle, Modern Ro- 
mances, Modern Screen and Screen 
Stories. 

Business publications to be used 
are American Druggist, Beauty 
Fashion, Department Store Econo- 
mist, drug edition of Chain Store 
Age, Drug Topics, Merchants Trade 

(Continued on Page 49) 


WATCH KOROSEAL—B. F. Goodrich Co. 
tied in with the opening of Chicago's 
furniture market last week with this news- 
paper ad promising that Koroseal up- 
holstery material will be “the biggest 
furniture news of 1949.” Consumers are 
told to look for the fabric at stores 
within 60 to 90 days. (Story on Page 4.) 


Starch, Dailies 
Plan Co-op Test 
Starting Feb. 10 


New YorK—A cooperative read- 
ership study plan by the Hartford 
Times, Providence Bulletin and 
Daniel Starch & Staff was an- 
nounced last week, to get under 
way Feb. 10. 

Basically, the plan provides lo- 
cal readership studies of both 
newspapers simultaneously on two 
successive Thursdays. Advertise- 
ments, both local and general, 
and editorial matter will be meas- 
ured. 

This pre-testing plan permits 
placing two comparative adver- 
tisements, “A” in one newspaper, 
“B” in the other, switching them 

(Continued on Page 45) 


Last Minute News Flashes 
Ban on Ads by Patent Agents Unlikely 


WASHINGTON—The Patent Office has indefinitely suspended consid- 
eration of a proposal which would ban advertising by patent attorneys 
and agents. The rule, involving a substantial amount of advertising in 
business papers, had been opposed at a Sept. 30 hearing by advertising 


and media groups (AA, Oct. 4). 


English Car Maker Appoints Dorland 


Cow.Ley, ENGLAND—Nuffield” Organization, manufacturer of Morris 


cars, has appointed Dorland, Inc., New York, to handle advertising in 
the United States for a line of Morris cars to be placed on the Ameri- 
can market within a few weeks. The convertibles and sedans sell for 
less than $1,600. Advertising plans will be announced about Jan. 15. 


Richards Named by Berghoff Brewing 

Cuicaco—Berghoff Brewing Corp., Fort Wayne, Ind., has named 
Fletcher D. Richards, Inc., to handle its account. The account will be 
serviced by Richards’ recently-opened Chicago office. L. W. Ramsey 


Co. previously handled Berghoff. 


TruVal Shirt Campaign Opens in March 


New YorK—TruVal Manufacturers, Inc., will launch a campaign for 


shirts in March in Farm Journal, Life and The Saturday Evening Post. 
The company is also scheduling selective announcements, and 5 and 15- 


minute programs before-and after baseball games in about 30 cities 


throughout the country. McCann-Erickson, New York, is the agency. 
(Additional News Flashes on Page 49) 


‘Shopping News’ 
in L. A. Bought 
by New Group 


Admen, Movie, ‘Time,’ 
Other Execs May Turn 
It into General Daily 


Los ANGELEsS—Some very rich, 
powerful and publishing-experi- 
enced people are poised today 
through their recently-launched 
Los Angeles Independent Publish- 
ing Co., to attack the long-estab- 
lished Hearst and Chandler news- 
paper empires, which for a half 
century have dominated Los Ange- 
les County. 

By Jan. 17 they are expected to 
complete purchase from a group 
of local department and chain 
stores of the 500,000 circulation 
Los Angeles Shopping News, larg- 
est shopping paper in the U. S. 
By Feb. 1 they may formally take 
over the property. The group 
agrees to keep it a shopping news- 
paper for at least two years. 


s President of Los Angeles Inde- 
pendent is James Parton, former 
promotion manager of Time-Life 
International. With him as stock- 
holders—none of them owning 
more than 10%—are Henry Robin- 
son Luce, principal owner of Time, 
Inc., and editor of Time, Life and 
Fortune; James Linen, publisher 
of Time; Charles L. Stillman, vice- 
president of Time, Inc.; Artemus 
L. Gates, New York banker, and 
Samuel G. Meek, vice-president of 
J. Walter Thompson Co. (both di- 
rectors of Time, Inc.); Leonard K. 
Firestone, president, western divi- 
sion, Firestone Tire & Rubber; 
David Loew of Enterprise Pro- 
ductions and an heir to Metro- 
Goldwyn-Mayer; Mervyn Leroy, 
M-G-M executive; John Hay 
(Jock) Whitney, heir to a Stand- 
ard Oil fortune; Donald Douglas 
and Nat Paschall of Douglas Air- 
craft, largest plane manufacturer; 
W. J. Brummark and Alfred Henry 
of the May Co., and Maitland Ar- 
nett of Bullock’s Los Angeles de- 
partment stores; E. W. Carter, 
Broadway Stores; David Weld of 
White, Weld & Co., New York 
investment house; Charles L. 
Thomas, Foreman & Clark; Mor- 
ris Pendleton, Plomb Tool Co., 
and Thomas H. A. Lewis, presi- 
dent of the Hollywood Advertis- 
ing Club. 

Mr. Parton, currently in the 
East, has been rather quiet on 
plans. 


ws Executives of Time, Inc., em- 
phasize that the Shopping News 
acquisition is a venture not of 
their corporation but of indivi- 
duals, some of whom happen to 
be connected with Time, Inc. 

The Los Angeles Shopping News, 
a twice-a-week giveaway, was 
launched in 1927 by William Clum 
and associates, who held 51% of 
the stock. Local stores then had 
49%. More recently, the stores 
acquired control of it. 

Last year the Independent Pub- 
lishing Co. acquired and took over 

(Continued on Page 8) 
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National Guard Will 


Brief Agencies on 
$1,000,000 Account 


WASHINGTON—The National 
Guard plans a briefing session 
early next month for agencies in- 
terested in its account, valued at 
slightly under $1,000,000. Presen- 
tations, for a one-year contract 
beginning July 1, will be held 
later in the Totit , according to 
Maj. Ralph E. Pearson, information 
officer, National Guard Bureau. 


The National Guard account is 


currently held by Gardner Adver- 
tising, St. Louis and New York, but 
is subject to annual renegotiation 
under the procurement regulations 
governing armed forces contracts. 

The considerably larger program 
of the Army and the Air Forces, 
also held by Gardner, is subject to 
the same regulation, but plans have 
not been completed for renegotia- 
tion of this contract at this time, 
according to Col. Fay O. Dice, 
chief, publicity branch, Military 
Personnel Procurement Service 
Division. 

According to Colonel Dice, who 
succeeded Col. Mason Wright as 


METAL TYPESETTING 


ACCURATE COMPOSITION SERVICE, INC 


Ph HAR 9634 


- 542 S Dearb« St. Chiea it 


chief of the publicity branch only 
this week, the timetable on the 
competition for the Army and Air 
Force accounts rests on recom- 
mendations yet to be received from 
the Department of Defense’s ad- 
vertising advisory committee 
headed by Stanley J. McGiveron, 
vice-president in charge of sales 
of Libby-Owens-Ford Glass Co. 

Colonel Wright, who supervised 
the advertising program for sev- 
eral years, has been transferred to 
Hollywood as chief of the Armed 
Forces overseas radio. 

All interested agencies may par- 
ticipate in the competition for the 
National Guard account, by con- 
tacting Major Pearson here. 


Witmer Resigns NBC. Post 

Roy C. Witmer, vice-president 
of the National Broadcasting Co., 
New York, has resigned. He has 
been with the network since 1927 
and a vice-president since 1931. 
Mr. Witmer, who has been ill, 
ob announce his future plans 
ater. 


Lower Prices, 
Profits, Savings 
Seen for 1949 


NICB Economist Panel 


Expects High Output 
But Dip in Income 


New YorK—The National Indus- 
trial Conference Board economic 
forum last week predicted that 
1949 will see lower wholesale and 
retail prices, lower personal sav- 
ings and corporate profits, and a 
slightly lower national income, al- 
though physical production will 
continue at practically its 1948 
rate, 

NICB points out an economic 
trend. For many years, economists 
generally concentrated on estimat- 


ON ONE 
=TO DO YOUR BIGGEST SELLING JOB IN INDIANA 


Here your advertising won’t fail to increase sales—with Indiana’s two largest 
dailies to saturate Indianapolis and cover half the state . . . effectively. 


OBJECTIVE 


Separate morning and evening papers deliver absolute results—the one sure way 


to sell the nation’s biggest inland market with 2 billions to spend —at lowest cost. 
Write for market information unequaled anywhere to help you plan your campaign. 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


Advertising Age, January 10, 1949 


ing production in figuring com- 
ponents of gross national product; 
with production at ceiling, price 
trends are now the great unknown. 

In the opinion of NICB’s panel, 
the cost of living index during the 
first half of 1949 will be about 173 
(in 1948 it was 171), and 170 for 
the second half. Wholesale prices 
will be lower, probably with the 
reduction more marked than at re- 
tail levels. 


a National income for the first 
half is estimated at a yearly rate 
of between $216-$218 billion—com- 
pared with $218 billion for the 
first half of 1948—and a slight 
downturn to $214 billion in the 
second half. 

Employment is expected to hold 
at about the 1948 average, but per- 
sonal savings will go lower. Retail 
sales are expected to continue at 
about 1948’s pace. Weekly average 
earnings are due for a rise, from 
current $54 to $55 in the first half, 
and probably slightly higher in the 
rest of 1949. 

This led NICB to talk about 
a “sidewise” forecast: The trends 
are not sharply up or down, but 
are moving fairly steadily into 
another year. The figures contain 
“sharp deviations from prevailing 
levels in many instances but the 
few extreme viewpoints for further 
expansion are just about offset’ 
by those who look for sharp down- 
ward adjustments. 


sNon-agricultural employment is 
forecast at 51,500,000 during the 
first half and 51,250,000 the sec- 
ond half. 

The members of NICB’s eco- 
nomic forum are: Edwin B. 
George, Dun & Bradstreet; Louis 
H. Bean, U. S. Department of 
Agriculture; Donald H. Davenport, 
New York Department of Com- 
merce; Solomon Fabricant, Na- 
tional Bureau of Economic Re- 
search; Martin R. Gainsbrugh, 
NICB; Malcolm P. McNair, Har- 
vard University; Merryle S. Ru- 
keyser, International News Ser- 
vice; O. Glenn Saxon, Yale Univer- 
sity; Helen Slade, economist; Brad- 
ford B. Smith, U. S. Steel Corp., 


| and Rufus S. Tucker, General Mo- 


tors Corp. 


FARM MARKET HAS GOOD 
APPLIANCE POTENTIAL 

New YorK—For 12 years, be- 
ginning with 1952, the farm mar- 
ket has an appliance and working 
equipment potential of $4,226,367 
for every working day, Electrical 
Merchandising says in its January 
issue. 

The publication notes that by 
the end of 1951, the job of sup- 
plying electric service to all farms 
reachable by high-lines will be 
practically completed, and there 
will be 5,250,000 potential custo- 


for electrical equipment. 


Farm debt in relation to worth is 
at “an alltime low.. .Savings of all 
kinds are currently estimated at 
$22 billion.” 

The publication also reported 
the estimates of 203 utility com- 
panies whick indicate that, on a 
national scale, 100 refrigerators 
were sold per 1,000 customers dur- 
ing 1948. Other sales per 1,000 in- 
clude: electric ranges, 28; water 
heaters, 17; home freezers, 10; 
irons, 9; washing machines, 75; 
dishwashers and clothes driers, 3; 
vacuum cleaners, 47; radio sets, 
164, and television sets, 31. 


Telex Names McQuillen 


Francis B. McQuillen has been 
appointed sales manager of the 
Electro-Acoustic’and Overseas di- 
vision of Telex, Inc., Minneapolis 
hearing aid firm. N. J. Faymoville 
Jr. will be assistant sales manager. 
Telex has introduced two new 
products, the Twinset and Earset. 


Mackintosh to Dorothy Gray 


Mrs. Elizabeth Mackintosh has 
been appointed promotion mana- 
ger of Dorothy Gray Ltd., New 


York. 
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Koroseal Market 
Ad Promises Big 


‘Furniture News’ 


(Picture on Page 1) 

Yorx—A B. F. Goodrich 
Co. vinyl product, Koroseal up- 
holstery material, made its bow at 
the Chicago and Grand Rapids, 
Mich., furniture markets last week, 
along with newspaper and trade 
copy announcing that Koroseal- 
covered furniture will be shown 
in retail stores within 60 to 90 
days. 

Half-page ads in the Chicago 
Tribune and Grand Rapids Press, 


MAILING LIST SERVICE 


Lists Bought, Sold, Exc , Rented. 
Compiled to order. Sel individuals 
in all categories. Mail order buyers 


etc. Submit offers; state needs. 


WALTER DREY, LIST BROKER 
49 W. 45th St.,N.Y.C.19,LU 2-1838 


and a spread in Retailing Daily, 
pictured the new multi-million 
dollar Goodrich plant in Marietta, 
O., now producing the new mater- 
ial. The fabric “looms as a factor 
of vast power in the furniture 
field,” says the copy, because it 
earries one of America’s best 
known trade names and is backed 
by nine years of full-color page 
ads in Life and The Saturday 
Evening Post. 

The copy was handled by Mor- 
ton Freund Advertising Agency 
for Comprehensive Fabrics, Inc., 
national distributor of Koroseal, 
with offices here and in Chicago. 


RTLA Signs 7-Year TV Pact 


KTLA, Los Angeles, has signed 
Spade Cooley and his western re- 
cording band for what is believed 
the first seven-year contract in 
television. Spade Cooley’s “West- 
ern Varieties” has been appearing 
on the station for the past five 
months. The contract gives Para- 
mount television rights for video 
transcription on film for network 
distribution. 


Valuable Marketing 
Data on Employment, 
Payrolls Released 


WasHINGTON—The Department of 
Commerce will today (Jan. 10) re- 
lease a fresh breakdown of em- 
ployment and payroll data de- 
signed to help advertising and mar- 
keting executives estimate county- 
by-county sales potentials for 
consumer and industrial goods. 

An expanded and refined ver- 
sion of a highly successful compil- 
ation released in December, 1947, 
the report draws on data filed with 
the Social Security Administration 
to provide employment and pay- 
roll facts under 157 industry clas- 
sifications for the 48 states and 
for-415 counties, and under nine 
major classifications for all coun- 
ties. 

The series, entitled “Business 
Establishments, Employment and 
Taxable Payrolls,” consists of a 
summary report for the United 


States, and one each for the 48 
states, the District of Columbia, 
Hawaii and Alaska. Reports may 
be purchased from the Superinten- 
dent of Documents, Washington 
25, D. C., or from Commerce De- 
partment field offices at prices 
ranging from 5¢ to 40¢, according 
to size, for single reports, or at 
$7 for the complete printed set of 
§1. 

The present series differs from 
the original effort principally in 
more detailed breakdown of in- 
dustries and size of establishments, 
according to Nelson Miller, chief 
of the distribution division, Of- 
fice of Domestic Commerce. This 
year’s report is based on first 
quarter, 1947, social security re- 
turns. 


Nelsen, Engelmann Elected 


Ralph W. Nelsen, production 
supervisor, and William M. Engel- 
mann, media director of Abbott 
Kimball Co., New York, have been 
elected members of the board of 
directors of the agency. 


..Where the Pioneer LIBBEY GLASS* provides for an Elegant Table 


Libbey Glass is one of Toledo’s most esteemed industries. Coming 
to Toledo in 1888, Libbey Glass took its name from its founder 
Edward Drummond Libbey, founder too of the Toledo Museum of 
Art and its famed glass collection... Libbey is nationally known 
for its fine tableware. Outstanding craftsmanship and high quality 
have earned a preference for its products from housewives and — 
commercial users. All Libbey products are sold through leading 
stores throughout the country, thus adding to Toledo’s deserved 
reputation as the glass center of the world. 

* Libbey Glass, Division of Owens-Illinois Glass Company, Toledo 1, Ohio 


this the TOLEDO BLADE 


Libbey Glass, with its 1700 employees, is one of the 644 industrial 
companies whose fine and highly diversified products contribute so 
greatly to the stability and steady advance of this progressive community 
... Itself a Toledo pioneer, The Blade has been glad to play its own 
special part in the life of the city and the surrounding important area... 
intent on discharging its obligation to purvey the news and to take a 
constructive attitude towards community problems. The Blade seeks 
to merit increasingly the loyalty of its readers, which have given it a 
degree of coverage outstanding among the newspapers of the nation. 


No. 76 in a Series 


TOLEDO BLADE 


One of America’s Great Newspapers 
—in One of America’s Great Cities 
REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 


MEMBER OF AMERICAN KEWSPAPER ADVERTISING NETWORK 


AM, FM, Video 
Stations Triple 
in 3 Years: FCC 


WasHINGTon—The Federal Com- 
munications Commission told Con- 


gress Sunday that the total num-- 


ber of standard, FM and television 
stations has more than tripled in 
the past three years—with fur- 
ther expansion still in sight. 

From 1,017 in 1945 when the 
wartime construction freeze ended, 
total authorizations for the three 
services increased to 3,163 by 
June 30, 1948, the commission said 
in its annual report. 

Of the 3,163 on June 30, 2,034 
were standard broadcast stations. 
In addition, 1,020 FM stations had 
been authorized, and 109 television 
stations. 

With the total standard station 
list up from 955 to 2,034, FCC said 
desireable frequencies have be- 
come scarce, with unlimited time 
facilities virtually non-existent, 
and daytime-only facilities hard to 
find in the heavily populated 
areas. 


m Nevertheless, FCC still had 473 


‘| standard station applications pend- 


ing at the end of its fiscal year. 

FM authorizations leaped from 
53 in 1945 to 1,020 by 1948. Though 
only 90 FM applications remained 
at the end of the fiscal year, FCC 
prophesied that there would be a 
steady increase in FM requests as 
the number of receiving sets in- 
creased. 

“In most areas of the country, 
the number of FM channels is 
adequate,” FCC said. “This has 
resulted in some potential FM 
broadcasters preferring to wait 
until FM receivers are more widely 
distributed.” 

The commission stressed the ra- 
pid growth of television, and the 
shortage of available channels 
which has held up further grants 
since Sept. 30. 

By June 30, FCC said, 30 sta- 
tions were bringing service to 17 
cities and metropolitan districts, 
as compared with eight cities 
served by 12 stations a year pre- 
viously. With 102 stations autho- 
rized, and 294 applications pend- 
ing, FCC said development of tel- 
evision was held back because 181 
applications had to be designated 
for consolidated hearing in the 
light of channel shortages. 


a FCC pointed out that on June 
30, two experimental stations in 
Great Britain, serving an esti- 
mated 60,000 sets, represented the 
only other television in the world. 
Subsequently, it said, a French. 
station has started. 

Between Jan. 1, 1948, and Aug. 
31, 112 authorizations were “de- 
leted,” including 36 AM permits 
(five stations already on the air); 
74 FM grants (2 on the air) and 2 
TV grants. 

As of November, Chicago, with 
33 AM, TV and FM authorizations, 
had more stations than any other 
city in the world. New York was 
second with 32, followed in turn 
by Los Angeles, 29; Philadelphia, 
23; Washington, 21; San Francisco, 
19, and Boston, 16. 


Photo School Plans Drive 

The School of Portrait and Com- 
mercial Photography, New York, 
has plans for a campaign in con- 
sumer photographic magazines this 
spring, supplemented by subway 
poster advertising. Armstrong, 
Schleifer & Ripin, New York, is 
the agency. 


Segal Razor Names Cayton 

Segal Safety Razor Corp., New 
York, a division of Segal Lock 
& Hardware Co., has appointed 
Cayton, Inc., New York, to handle 
advertising for Segalock three- 
way safety razor. 
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ANA Howls As 
‘Detroit News’ 
Drops Inventory 


New York—The Association of 
National Advertisers last week re- 
leased a surprise announcement: 
90% of its members who replied to 
a questionnaire regret the deci- 
sion of the Detroit News in drop- 
ping its grocery inventory. 

In Detroit, the News refused to 
comment on why it discontinued 
the inventory. 

Following the News’ anounce- 
ment, the ANA surveyed its mem- 
bers who sell through food out- 
lets. Results indicated, ANA said, 
“that national advertisers almost 
unanimously have hoped news- 
Papers would recognize the value 
of local market data of the type 
provided by many papers and 
would continue them. Many, in 
fact, have been looking forward 
to the time when the inventories 
could be expanded to include other 
than grocery products.” 

The ANA included excerpts from 
replies, most of which endorsed 
the inventories, one of which said, 
“The information you give about 
the Detroit News certainly should 
awaken manufacturers to the need 
of supporting newspapers in order 
to make this service possible.” 

The Bureau of Advertising, 
ANPA, now has inventories oper- 
ating in 12 markets, sponsored by 
15 newspapers. The Portland in- 
ventory really never got under 
way, and San Francisco, which 
started as a joint operation by 
San Francisco and Oakland news- 
papers, is now carried on by the 
San Francisco Examiner alone. In 
Los Angeles, four newspapers 
sponsor the inventory. 

ANA’s members replying to the 
letter also criticized the news- 
paper inventories, mostly centering 
on the sample. The members felt 
they should know more about the 
sample and any change in its com- 
position. 


Johnson Preparing 
Bill on Absorption 
of Freight Charges 


WASHINGTON—The incoming 
chairman of the Senate interstate 
commerce committee announced 
last week that he will attempt to 
clarify the legality of delivered 
prices with legislation “spelling 
out” situations where it is lawful 
for industry to absorb freight 
charges in establishing prices. 

While the details of the bill are 
still being withheld, Sen. Edwin C. 
Johnson says he hopes to protect 
pricing procedures which enable 
sellers to enter distant markets 
but, at the same time, to main- 
tain anti-trust statutes curbing 
price fixing conspiracies. 

His decision to attempt clarifi- 
cation of the law was prompted by 
complaints voiced by more than 
100 witnesses from various seg- 
ments of industry who told a spe- 
cial trade policies committee last 
fall that recent decisions involving 
cement and steel appeared to jeo- 
pardize all but f.o.b. mill pricing. 


Forms Electric Division 


Stewart-Warner Corp., Chicago, 
has formed a new division, Stew- 
art-Warner electric division, to 
handle its radio and television set 
production and distribution. Sam 
Insull Jr., a vice-president of the 
company, will head the new divi- 
sion. 


Cole Joins Juneau 

Francis B. Cole, for the past 
six years account executive of 
Russell T. Gray, Inc., Chicago, 
has joined C. B. Juneau, Inc., 


Los Angeles, as account exec- 


utive. 


Mutual Names Schmid 
V.P. of Program Sales 


Robert A. Schmid, vice-presi- 
dent in charge of station relations 
for the Mutual Broadcasting Sys- 
tem since April, 1947, has been 
named to fill the newly created 
position of vice-president in 
charge of program sales. Earl M. 
Johnson, director of engineering, 
will become director of the sta- 
tion relations department. 

Before joining Mutual in 1936, 
Mr. Schmid was with CBS and 
Young & Rubicam. He will report 


to Kobak, network 


directly 
president. Z. C. Barnes continues 
as vice-president in charge of 


Rae Weimer Joins Brother's 
Agency in Columbus 


Rae O. Weimer, former man- 


aging editor of PM, has joined 
Weimer Organization, Columbus, 
O., public relations and advertis- 
ing agency, which was formerly 
— as Weimer-Olds Organi- 
zation. 


Rae’s brother, Claud F., former 


Scripps-Howard editor, has pur- 
chased the minority interest of 
Robert Olds. The Weimers will 
manage the agency. Donald D. 
Pace, formerly with Lockheed 
Aircraft Corp., has been added to 
the staff. 


Hall-Mack Names Elitten 


Hall-Mack Co., Los Angeles, has 
named Martin R. Klitten Co., Los 
Angeles, to handle advertising of 
its complete line of bathroom ac- 
cessories including an intensified 
promotion of the new Crystal- 


crome designs. A schedule has 
been placed in architectural, hard- 
ware, building, plumbing and 
dealer trade publications, and in 
selected home service magazines. 


MYSTIK 
up. 


SEE 


PAGE 


DISTRIBUTORS IN 48 KEY CITIES, « 


foundation of first-quality paper is essential. For this 
reason, wise buyers of printing insure increased interest, 
more compelling attention, by specifying one of the 


many outstanding grades of Oxford papers. 


Illustrated above is the plant of the Rumford Falls Power Com- 
pany, a wholly-owned subsidiary of Oxford Paper Company 
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230 Park Avenue, New York 17, N. Y. 
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Union Broadcasting 
System Starts Out 


with 27 Stations 


N. Y.—Union Broad- 
casting System, new affiliation of 
27 independent stations in New 
York and New England, has be- 
gun operations, starting with a 
quarter-hour Sunday program, 
“Review of the Week,” sponsored 
by Wm. N. Lee Co., Watervliet, 


The GRADE TEACHE 


Darien, Conn. 


Most parents build their plans 
around their children. Children 
spend 5 days each week in 
SCHOOLS in the business of 
Jearning. Why not about your 
story? 

A SMALL MAGAZINE 


with 
A BIG INFLUENCE 


N. Y., maker of Save the Baby 
cold remedy. George R. Nelson, 
Ine., Schenectady, is the agency. 
The show is fed by wire from 
Station WOKO here, operated by 
Governor Dongan Broadcasting 
Corp., which also owns and oper- 
ates Union Broadcasting. The net- 
work will originate other shows 
here and from Stations WMGM 
and WOV, New York, and occa- 
sionally from Boston and Buffalo. 
James T. Healey, general man- 
ager of WOKO and Union, said 
the network will probably add 
stations in New Jersey, Pennsyl- 
vania, Ohio and Illinois. 
Affiliates in New York include: 
WCSS, Amsterdam; WWSC, Glens 
Falls; WENT, Gloversville; 
WHUC, Hudson; WKNY, Kingston; 
WKIP, Poughkeepsie; WDOS, One- 
onta; WKOP, Binghamton; WEIM, 
Elmira; WGAT, Utica; WNDR, 
Syracuse; WICY, Malone; WEAV, 
Plattsburg; WNBZ, Saranac Lake; 
WXRA, Buffalo. 
Other affiliates are: WBEC, 
Pittsfield, Mass.; WACE, Chico- 
pee, Mass.; WALE, Fall River, 


Mass.; WSYB, Rutland, and WJOY, 


Burlington, Vt.; WWCO, Water- 
bury, and WTOR, Torrington, 
Conn.; WKNE, Keene, N. H.; 
WFAU, Augusta, and WJOR, Ban- 
gor, Me., and WVOM, Boston. 


Continental Promotes Perin 


R. L. Perin, central division 
sales manager of Continental Can 
Co., New York, has been ap- 
pointed general sales manager of 
the company. He will be respon- 
sible for the sale of metal con- 
tainers in all three domestic metal 
container divisions. 


Florist Group Appoints R&R 

United Florists Trades, Inc., 
New York, has appointed Ruth- 
rauff & Ryan, New York, to handle 
advertising for retail and whole- 
sale florists and growers in the 
New York metropolitan area. A 
campaign will begin around Val- 
entine’s Day. 


To Schwimmer & Scott 
Mickelberry Food Products Co., 
Chicago, maker of Mickelberry 
Old Farm sausage products, has 
placed its advertising with 
Schwimmer & Scott, Chicago. Ra- 
dio and newspapers will be used. 


New Washington 
PR Group Forms; 
APRA Tells Plan 


WASHINGTON—The oft-discussed 
merger of public relations organ- 
izations was further away than 
ever last week, with the formation 
of the Public Relations Society of 
Washington in a “market” for- 
merly dominated by a “forge” of 
the American Public Relations As- 
sociation. 

The new group is an outgrowth 
of periodic luncheon meetings 
which have been held by a small 
group of public relations practi- 
tioners on an informal basis dur- 
ing the past two years. Though lo- 
cal at this time, it may decide to 
affiliate with a national organiza- 
tion, according to its president, J. 
Raymond Bell. 

Mr. Bell, former public relations 
director of Capital Airlines, now 


‘AMONG THE 


ONE WESTERN NEWSPAPER PRACTICALLY 


DOUBLED ITS CIRCULATION 


advertising circles. 
significant change 


The phenomenal growth of The 
Deseret News is the most talked- 
about event of the year in western 


picture in the Utah and mountain 
west market — and advertisers are 
quick to take note of it. 


Another New Feature... 
LOCALLY-EDITED GRAVURE MAGAZINE 
IN THE SUNDAY DESERET NEWS 


It’s the local touch that counts. . 
its readers color gravure presentation of local personal. | 
ities, events and scenes. 
sparkling Sunday magazine section carry added impact. 


SALT LAKE CITY, 
National Representative: Cresmer & Woodward, Inc. 


It has made a 
in the media 


. and the News now offers 


Your advertisements in this 


UTAH 


and changed the whole newspaper 
advertising picture in the mountain west! 


. The Deseret News has always en- 
joyed intense reader loyalty—a most 
important quality—and now, with 
doubled quantity, it offers you an 
advertising value that’s unequalled 
in this market. 

For 1949, space in The Deseret 
News is a better buy than ever! 


conducting his own public rela- 
tions business here, said the new 
group proposes to confine itself to 
individuals engaged in the man- 
agement of public relations pro- 
grams. 


ws In addition to Mr. Bell, officers 
of the new group are E. Cleveland 
Giddings, vice-president of Capital 
Transit Co.; M. O. Ryans, head of 
the Washington public relations 
office of the American Hotel As- 
sociation; and Walton Onslow, for- 
merly public relations director of 
the National Association of Real 
Estate Boards, now conducting his 
own public relations firm. 
Directors are Osgood Roberts, 
public relations counsel; former 
congressman Robert Ramspeck, 
executive vice-president of Air 
Transport Association; John W. 
Gibbons, Automotive Safety Foun- 
dation; and Norman Gregg, Ameri- 
can Road Builders Association. 
Mr. Bell said the new organiza- 
tion proposes “to sponsor activities 
which would enhance the status 
of public relations work and help 


establish local standards.” He said> 


membership will be by invitation. 


ws Meanwhile, American Public 
Relations Association, which has 
been the sole professional group 
here for several years, completed 
balloting on new by-laws tight- 
ening membership standards, and 
announced a new program to pro- 
vide increased “service” to its 
members. 

The new by-laws open mem- 
bership to public relations coun- 
selors, directors, and individuals 
holding positions involving major 
responsibility for public relations. 
A new company membership is 
offered and non-voting “associate” 
membership is available to stu- 
dents, teachers, and individuals 
involved in fields allied with pub- 
lic relations. 

With fulltime professional lead- 
ership contemplated in its expan- 
sion plan, APRA hopes to be a 
“clearing house of information” 
on various phases of public rela- 
tions programs, according to its 
national president, Leonard Tres- 
ter, director of public policy, Gen- 
eral Outdoor Advertising Co. 


w At the same time, APRA is 
building up a national member- 
ship committee in an effort to in- 
crease its national and regional 
coverage. Bernard J. Washchek, 
chairman of the new membership 
group, has named three of his re- 
gional vice-chairmen: John F. 
Kienerk, director, business pro- 
motion department, American Ho- 
tel Association, in the northeast; 
Tom W. Ingoldsby, director of ad- 
vertising and publications, Uni- 
versal Advertising Agency, 
Omaha, in the Midwest, and J. A. 
Long, manager, bureau of public 
relations, Pacific Gas & Electric 
Co.,.San Francisco, for the West. 


Buckley Adds Four Accounts 


Earle A. Buckley Organization, 
Philadelphia, has been retained to 
handle the advertising of Henry 
A. Dreer, Inc., seed house, using 
magazines, newspapers and direct 
mail; Selby Battersby & Co., floor 
coverings, using trade publications, 
newspapers and direct mail; Van 
Sciver Associates, industrial de- 
signer, using direct mail, and 
Robert L. Latimer Co., mill ‘sup- 
plies, using direct mail. All the 
accounts are located in Phila- 
delphia. 


Pak Products Names Allied 


Allied Advertising Agency, 
Cleveland, has been named to 
handle the advertising of V-Va- 
Tone cosmetic embalming powder 
and embalming bandage for Pak 
Products Co., Cleveland. 


Noble Moves Offices 


Thomas B. Noble Associates, 
photographic color reproduction, 
has moved its offices from 302 E. 
45th St. to 270 Park Ave., New 


York 17. 
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REDESIGNED—Cory Corp., Chicago, has 
redesigned the carton for its electric knife 
sharpener to gain more gift appeal for 
the package and add usefulness as a 
point-of-sale counter display. 


Admiral Corp. 
and Chesterfields 
Set TV Programs 


New York—‘“Friday Night Frol- 
_ic’—Admiral Corp.’s musical re- 
vue, which will start Jan. 28 at 
8 p.m., EST—will be the first 
sponsored telecast to be carried 
simultaneously over two networks. 

The show, to be seen in all video 
cities in the United States, will 
be televised over DuMont’s and 
NBC’s eastern and midwestern 
networks. In addition, it will be 
kinescoped for 14 additional sta- 
tions. 

Sid Caesar, Mary McCarthy and 
Imogene Coca will head the all- 
star permanent cast of the tele- 
cast, which was developed by the 
Kudner Agency under the super- 
vision of radio-television director 
Myron P. Kirk. William Morris 
Talent Agency also aided in the 
creation of the program. 

“Friday Night Frolic” will be 
one of television’s most elaborate 
and expensive efforts to date. 
Admiral’s time and talent bill will 
be more than $15,000 weekly. The 
show, directed by Max Liebman, 
will be organized as a permanent 
stock company with its own tech- 
nical and administrative staffs. It 
will originate from NBC’s newly 
acquired International Theater in 
Columbus Circle here. 


ws For some time, Admiral has 
carried a half-hour Sunday night 
revue on NBC’s spot, using name 
orchestras. A satisfied NBC client, 
the radio and television set maker 
reportedly decided to buy two net- 
works after the time slot of its 
choice was assigned to DuMont 
under the cable allotment. 
Meanwhile, starting Wednesday 
(Jan. 12), Arthur Godfrey will be 


starred in an hour-long TV show 
for Chesterfields. His program, 
featuring his assistants on the 
daily Chesterfield show, will be 
televised at 8 p.m., EST, over 
WCBS-TV. If time can be cleared, 
East Coast and Midwest, some ten 
stations will carry the program, 
through Newell-Emmett Co. 

Columbia’s “favorite redhead” is 
seen (on the East Coast) and 
heard (throughout the nation) 
with his “Talent Scouts” for Lip- 


ton’s tea on Monday nights in a 
“simulcast.” 


KUTA Names Hollingbery 


George P. Hollingbery Co., 
Chicago, has been appointed na- 
tional sales representative of 
KUTA, ABC’s affiliate in Salt 
Lake City. The station was form- 
erly represented by The Katz 
Agency. Hollingbery represents 
the other stations of the Rocky 
Mountain Broadcasting System, 
and the change was made to per- 


mit the Rocky Mountain net’s sale 
on a “one contact, one contract” 
basis. 


Einhorn Forms New Agency 


Edward Einhorn, former vice- 
president of Criterion Graphic 
Corp., New York, has formed his 
own advertising agency, Edward 
Einhorn, Ine., with offices at 347 
Madison Ave., New York. Prior to 
his association with Criterion 
Graphic, Mr. Einhorn headed the 
sales promotion activities of stan- 


dard hydraulic, compression and 
transmission equipment for 
Worthington Pump & Machinery 
Corp., Harrison, N. J. 


our artwork— 


RABBIT COLOR PRINTS 


"They're fast, they're cheap, they re 
For sales promotion, presentations, dis- 
plays, etc. Full color facsimilies from your 
colored layouts, proofs, paintings—or Ko- 
dachromes. Ten duplicates minimum order. 
16''x20"" largest. 
Thomas B. Noble Associates 

270 Park Avenve, N.Y.C. 17, MUrray Hill 8-009! 


NEW 
100,000 MARKET 


During the past year St. Peters- 
burg, Florida, has passed the 
100,000 mark in resident popu- 
lation. In 1940 it was 60,812. In 
1945 it was 85,182. Today it is | 
more than 100,000 (ABC) ... 
and this is in addition to its 
220,000 winter residents and 
visitors. 

Here is a rich, growing mar- 
ket you cannot afford to over- 
look when you make up your 
schedule for 1949. To cover St. 
Petersburg, use the St. Peters- 
burg Times. No outside news- 
paper has as much as 600 daily 
circulation in St. Petersburg. 


ST. PETERSBURG, FLORIDA 


Daily TIMES Sunday 


Represented by 
Theis & Simpson, Inc. 
New York « Detroit « Atlanta « Chicago 


LAST MONTHS 


Again, and again, and again, SALES MANAGEMENT'S “High Spot 
Cities” have reported retail sales estimates... city index 1948 vs. 1939 
... with Rockford leading all listed markets in Illinois. Out of the last 
36 monthly reports, (including Dec. 1, 1948) Rockford has been in 


first place 35 times, second place, once. 


Proof positive that your advertising dollar will do the best job in Rock- 


ford where you can reach 75,816 families daily (with Sunday issue, 85,709). 


22,601 


Send today for “Rockford Third Annual Consumer 
Analysis”. See how your product compares with com- 
petitors in consumer preference. 


ABC 
CITY ZONE 


ROCKFORD MORNING STAR 
Rockford 


Vv. J. Obenaver, Jr., in Jacksonville, Fla. 
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New Holland- Machine 
Launches Farm Campaign 

New Holland Machine Co., New 
Holland, Pa., division of Sperry 
Cérp., will Taunch a national farm 
calipaign this“ month, utilizing 
two-color spreads in eight farm 
magazines, 17 state farm papers 
and dealer papers. The campaign’s 
theme plays up the company’s 
size’ and ‘success, and uses testi- 
monials:-J. Walter Thompson Co. 
handles the account. 


remember 
. Business 
Associates’ 


‘Shopping News’ 
in L. A. Bought 
by New Group 


(Continued from Page 1) 
publication of six weekly news- 
papers, all named Independent, in 
West Los Angeles, Santa Monica, 
Venice, Westwood, Rancho Park 
and Ocean Park. The six were 
combined as the Sunday Independ- 
ent. 

Meanwhile, Clum and Time, 
Inc., became associated in the 
Pacific Press, which prints Life 
and Time on the West Coast, as 
well as Los Angeles Shopping 
News. 


a Time recently drew fire from 
the Chandler interests by its 
statement that circulation of 
Chandler’s new Los Angeles Mir- 
ror, an evening tabloid, was 


“somewhere between 75,000 and 
100,000,” whereas the Mirror peo- 
ple point out that net paid circu- 
lation has been more than 100,000 
daily since it was launched on 
Oct. 11. 

The Mirror is a sister property 
of the long-entrenched Los An- 
geles Times. The Hearst papers 
there are the morning Examiner 
and the evening Herald & Express. 
The fifth contender, until now, in 
the nation’s fastest growing large 
city, is the tabloid News, published 
by Manchester Boddy. 


KTTV Appoints Robeck 

Peter Robeck, formerly mer- 
chandising manager of KNX-Co- 
lumbia Pacific network, Holly- 
wood, has been named account ex- 
ecutive of KTTV, Los Angeles 
Times-CBS television station. 


Two Join Campbell-Mithun 
John Jackson, formerly with 
McCann-Erickson, and Kenneth 
Oeschlager, formerly with Alfred 
Colle Co., have joined the Min- 
neapolis copy staff of Campbell- 


Mithun. 


FMA Hires Sellers; 
Tells New Services 


WasHINGToN—The FM Associa- 
tion hired a new executive direc- 
tor Thursday and outlined an ex- 
panded program for 1949, with 
special emphasis on programming, 
time sales and agency relations. 

As executive director, FM As- 
sociation hired Edward L. Sellers, 
an ex-Navy aviator who has been 
radio editor and sales representa- 
tive for the Associated Press’ 
Washington city news report for 
the past 17 months. 

To assist in establishing and exe- 
cuting the expanded operating 
program for 1949, the association 
has retained the Faught Co., New 
York, as public relations counsel. 

The association came back to life 
after a week during which its of- 
fices were empty except for audi- 
tors. Since early in December, re- 
ports had circulated that FMA 
would pass out of existence. 


@ The last week of December, 


POST-GAZETTE 


A 


> 


7 


Yes, Pittsburgh's Post-Gazette not only calls on more 
total families BY FAR than any other Pittsburgh daily 
—but it is the only newspaper that routes your adver- 
tising as you route your salesmen to help sell the mil- 
lion central city people—and then travels beyond to 
sing the same selling song to the two million more 
who live in and around the 144 cities and towns of 
1,000 to 75,000 population. 


89,000 MORE THAN THE SUN-TELEGRAPH 
35,000 MORE THAN THE PRESS 


avertising Age, January 10, 194! 
A. N. (Bill) Bailey, executive di- 
rector since the association was 
founded two years ago, announced 
that he was “resigning” (AA, Jan. 
3). But this resignation was 
brushed aside, and on the after- 
noon of Thursday, Dec. 31, FMA 
President William E. Ware, gen- 
eral manager of KFMX-KSWI, 
Council Bluffs, Ia., announced that 
Mr. Bailey was being “fired.” 

FMA’s new executive director 
has had public relations experi- 
ence with the Virginia Railway As- 
sociation and Capital Airlines. 

FMA’s directors said headquar- 
ters will be retained here, and 
that bulletin service to the mem- 
bers will be expanded, largely with 
“how-to-do-it” case material in 
tackling problems most common to 
FM stations. 

In addition to an annual con- 
vention in Chicago this year, the 
association is planning a _ sales 
clinic in New York this spring 
in cooperation with station rep- 
resentatives, time buyers and other 
agency people. 

Announcement of these plans 
should completely dispose of any 
suggestion that FMA will merge 
with other groups, or go out of 
business, Mr. Ware said. 

“Both FMA and NAB exist for 
purposes uniquely their own,” he 
said. “As a trade organization for 
all broadcasting, NAB could not 
reasonably or logically undertake 
the pioneer efforts for a new type 
of broadcasting.” 


‘Life’ Holds Lead 
Among All Media 
in Dollar Volume 


New Yorx—Advertisers contin- 
ued in 1948 to spend more money 
in Life than in any other single 
advertising medium. Life’s net vol- 
ume, after multiple discounts, rose 
from $71,500,000 in 1947 to $77,- 
300,000 in 1948. On the Publishers’ 
Information Bureau’s basis of mul- 
tiplying by one-time rate, Life’s 
1948 volume would have been 
above $81,000,000. 

National Broadcasting Co. boosted 
its volume, on the PIB basis, about 
$4,000,000, from $65,800,000 in 
1947 to $69,700,000, and Columbia 
Broadcasting System rose from 
$59,300,000 to $62,200,000. 

The Saturday Evening Post—on 
Curtis Publishing Co.’s own fig- 
ures—was about neck-and-neck 
with CBS, climbing from about 
$59,500,000 to $61,900,000. 

Fifth largest medium was Am- 
erican Broadcasting Co., which 
gained from $43,500,000 to $44,- 
300,000. 

Although Ladies’ Home Journal’s 
volume dipped slightly, from $25,- 
600,000 to $25,300,000, it continued 
in sixth place. Close behind was 
Time, which rose from $22,100,000 
to $23,800,000. 


Code for N. Y. Binderies 
Established by FTC 


The Federal Trade Commission 
announced last week a trade prac- 
tice code for firms in the New 
York City area which do an esti- 
mated $14,000,000-a-year business 
binding pamphlets, books, maga- 
zines, circulars and periodicals. 

Prepared in conferences with 
industry members, the code lists 
pricing, advertising, brokerage and 
other practices which are consid- 
ered illegal by the commission. It 
warns specifically against offers 
of services and facilities which 
are not available to all purchasers 
on proportionately equal terms. 


Kimball Promotes Two 

Ralph W. Nelsen, production 
supervisor, and William M. Engle- 
mann, media director, have been 
elected members of the board of 
directors of Abbott Kimball Co., 
New York. 


Resigns Litecontrol 
Bennett, Walther & Menadier, 
Boston, has resigned the account 
Litecontrol, Inc., Watertown, 
ass, 
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‘Christian Herald’ 
Box Top Church Plan 
Starts in February 


New YorK—Christian Herald’s 
well publicized box top premium 
plan, under which church groups 
will save wrappers and box tops to 
be redeemed from the magazine for 
cash premiums, will get under way 
with the February issue. Two ad- 
vertisers, and 26 brands, are so far 
lined up—Standard Brands and 
General Mills. 

Advertisers, who share in the 
plan on a non-competitive basis, 
guarantee the magazine 634 pages 
for each product group. 

The magazine collects the wrap- 
pers and box tops, sorts and tabu- 
tates them, issues checks to the 
churches for premiums, then fur- 
nishes the advertiser with an ac- 
counting of wrappers received and 
premiums sent, and is reimbursed 
by the advertiser for the premium 
checks. 


s The minimum guarantee for the 
26 products of the two advertisers 
would bring Christian Herald 54% 
pages of advertising. 


The magazine told AA that other] 


advertisers are close to joining the 
plan. 

The magazine will definitely 
operate the plan for one year. It 
has laid out all promotion on a 
one-year basis. Among other rea- 
sons, this permits the advertiser to 
bow out gracefully—he need not 
think of the promotion as a life- 
long contract. 

The publication will share the 
method of procedure with any 
other non-Protestant publication. 


New Creative Service Opened 


Milton N. Pierson and Henry A. 
Sanderson have established a new 
creative service, including plan- 
ning, copy, art and production. The 
new firm, to be known as Pierson & 
Sanderson, Inc., will be located at 
642 N. Dearborn St., Chicago. Mr. 
Pierson and Mr. 
cently resigned from Behel & Wal- 
die & Briggs where Mr. Pierson 
was production manager and a 
member of the board of directors, 
and Mr. Sanderson was art director 
and active in creative planning. 


Bragarnick Joins Biow 


Robert Bragarnick, formerly 
with Dancer-Fitzgerald-Sample, 
New York, has joined Biow Co., 
New York, as an account executive. 


Seven (7) different tools for making 
fepairs around the home, office, farm 
and automobile . . . or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel . . . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


Kits Pat’s Pend. Over 46 Yeors in Business 


STANDARD PRESSED STEEL CO. 


JENKINTOWN. PA... Box 10 


Sanderson re-| 


Mustang Names Koenig 

Quentin R. Koenig, formerly on 
the publicity staff of Douglas Fir 
Plywood Association, Tacoma, has 
been appointed publicity director 
of Mustang Motor Car Co., Seattle, 
manufacturer of a new rear-en- 
gine motor car. 


KXL Appoints Levy 

Richard Levy, formerly adver- 
tising salesman for the Journal, 
Portland, Ore., and later with Ad- 
Plans, Inc., has been named an 
account executive of Station KXL, 
Portland. 


San-Nap-Pak Names Cohen 

San-Nap-Pak Mfg. Co., New 
York, has appointed Harry B. 
Cohen Advertising Co., New York, 
to handle advertising for Sanapak 
sanitary napkins. Biow Co., New 
York, formerly handled the ac- 
count. 


Frances Shop Names Hess 
Betty Hess, formerly an account 
executive of Maxwell Droke Ad- 
vertising Agency, Indianapolis, 
has been appointed advertising 
and publicity manager of the 
Frances Shop, South Bend, Ind. 


DCé&S Appoints 4 V. P.s 

Doherty, Clifford & Shenfield, 
New York, has elected four new 
vice-presidents. The new officers 
are: James F. Egan, copy director; 
Chester MacCracken, radio and 
television director; Edward M. 
Raynolds, research director, and 
Aldis P. Butler, executive on the 
Nestle Co. account. 


Alicia Lane Joins Hearst 

Alicia Lane, formerly with 
Alaska Weekly Publishers, Seattle, 
has joined Hearst Advertising 
Service, Seattle. 


Strang & Prosser Moves 

Strang & Prosser, Seattle agency, 
has moved into new quarters at 
630 Securities building after 30 
years in the Smith Tower. 


"Vhat Fellow 


Creates the Unusval in 
Advertising that's salably 


A Mystik ad placed directly on your 
product does a selling job at the point- 
of-sale—as Toastmaster does on this 


Toastmaster Water Heater. 


Mystik Duo Signs get one of the best 
spots in the store—the front door. Easy 
to put on, easy to remove and shows 
both ways. 


The best space is Free with... 


MYSTIK 


with the self-adhesive back. 


message up! 


moistening. 


LONGER LIFE—mysTIK. is 


walls. 


‘gets used! 


This die-cut Mystik plaque is versatile 
—easy to place in dozens of choice 
spots at the point-of-sale. Appetizingly 
printed in full color! 


KES IT STAY! 


CHICAGO SHOW PRINTING COMPANY 


FREE—Write for kit of Mystik samples. Also complete 
book of point-of-purchase advertising ideas... for 
counter, window and floor displays, cloth and fiber 
banners, pennants, weatherproof signs, animated dis- 
plays ... and the complete range of services 
offered by an organization geared to handle your 
entire point-of-purchase advertising job from cre- 
ation to distribution with 45 years experience. 


*mysTIK is the famous, patented printing material 


It can be printed or 


lithographed perfectly in colors, die-cut to all shapes. 
Because it’s self-stik it gets your point-of-purchase 


EASIER TO PUT UP—Just peel off the protective 
back and press sign in place. No glue, tacks, 


durable, washable... 


often lasts for years. Stays neat and stays put! 


BETTER LOCATIONS—Sel/-stik myst1K displays—in 
all shapes and sizes—get the choicest spots on 
cash registers, doors, shelf edges, counters and 


MINIMUM WASTE—Dealers and contact men like 
MYSTIK. It’s easier for them to put up. Where 
other point-of-sale material misses out, MYSTIK 


4 


Salesmen and all contact men like 
Mystik because it's easy to handle, 
Smaller pieces can be bound in book 
form (like the Heinz Shelf-Ads above.) 


2639 N. KILDARE - CHICAGO 39 «© In New York: 1775 Broadway * Offices in all other principal cities 
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bn data is from the Market Research Company of 


America’s “Chronolog”—a new kind of diary in 
which thousands of families recorded their current 
possession of magazines and their actual consumption 
of many basic consumer products. These families, se- 
lected by the latest scientific sampling methods, 


represent a true cross section of all U.S. families. 
The developer of the Chronolog received from the 
American Marketing Association a Meritorious Serv- 
ice Citation in 1947 for this “outstanding accomplish- 
ment in improving the technique used in continui 


consumer surveys.” 


> 3 
— 
=, 

— 

x 
a A 
} 

: 
| 
t) 


— 


; 


39% 


MECHANICAL REFRIGERATORS 


bought the 


six months 


were bought 


LIFE-Reading Families 


ALSO: 


35% of all Automobile Tires 
37% of all Vacuum Cleaners 
38% of all Washing Machines 


and similar quantities of 17 other basic consumer products 


...evidence that America’s biggest weekly magazine is 
also America’s most powerful medium for selling con- 


sumer goods! 


9 Rockefeller Plaza, New York 20, N.Y. 


e 
| 4 
° 4 
| 
. 
‘ 
| 
| 
d 
q 
4 
q 
| 
‘ j 
i 
‘ 
| 
a 
a 
} 
4 
4 
4 
4 
uing 


m 


4, DC. (Re. 7659). Euro 


Advertising Age 


THE OF MARKETING 
ark Registered 


330 W. 42nd St. New Tork it (Lo 


UNS, vice-presidents. C. 8. GROOMES, treasurer. 
Member Audit Bureau of Circulations, Te Business Papers, National 
Association of Magazine Publishers, Advertising Federation 


Inc., 100 E. Ohio St., genes! 
2737), National Press Bldg ‘ash- 
-110 Fleet St.. London Bc. 4. 

and publisher. S. R. BERNSTEIN, oO. L. 


of America. 


EDITORIAL 


Editor, S. R. Bernstein 

Executive Editor, Lawrence M. Hughes 

Managi Editors, Robert Murray Jr., 
“Miller 

Washington Editor, Stanley E. Cohen 

Associates: New York: John Crichton, 


Maurine Brooks, Patricia Ryden. Chi- 
Cc. Hall, 


cago: Murray E. ain, 
Bradway, 


Jeanne Scharnberg, Bruce 
Merle Kingman. 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning, 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, 
row, James C. Greenwe P. 
Candia, Harry J. Hoole. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. E. S. Mans- 
field, Arthur E. M 


San Francisco a: “Reilly Ltd., 
Bidg., wm Blair Smith, M 


Los Angeles (14): Simpson- Ltd., 
ighth St., Walter S. Reilly, Mor. 
Seattle (4): Simpson-Reilly Ltd., 618 
Second Ave., J. Allen Mades, Mor. 


London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


15 cents a copy, $3 a year in the United States, Canada and Pan 
America. Foreign postage extra. Myron Hartenfeld, circulation director. 


Exaggeration in Advertising 


We published Charles S. Lewis 
Jr.’s piece on exaggeration in ad- 
vertising a few weeks ago because 
we believed that it expressed a 
sensible viewpoint which many 
admen foolishly believe they must 
not express. And our mail since 
publication of the piece has shown 
that we were not wrong. 

Mr. Lewis’ simple and unexcited 
presentation of the role which ex- 
aggeration plays in advertising— 
and in any selling operation—has 
wrung bitter denunciations from 
several people, including several 
who insist on defining exaggera- 
tion as “lying.” Let us say imme- 
diately that we do not believe that 
Mr. Lewis accepted exaggeration 
as a synonym for lying, and fur- 
ther, that had we thought he was 
using the terms as synonyms, we 
would not have published his 
piece. 

We yield not even to our most 
vociferous letter writer on the sub- 

. ject of the need to prevent lying 
in advertising. We believe that the 
screams of anguish which we our- 
selves have uttered when we have 
felt that advertising was false or 

- misleading are ample proof of our 
attitude on this subject. 

But exaggeration, as Mr. Lewis 

- used it and as we published it, had 
nothing to do with lying. It is 
clearly exaggeration when an en- 
thusiastic manufacturer announces 
his combination potato peeler and 
vegetable corer as “the most mar- 
velous kitchen aid ever invented.” 
| But it is not lying, except by the 
most literal and tortured defini- 
tion of that term. 

What, Mr. Lewis attempted to 

‘point out, and what we believe to 
be a simple truth, is that advertis- 
ing by its very nature is a special 
pleader, and is therefore never 
completely impartial, completely 
unbiased, or completely free from 
trade puffery or exaggeration. If 

’ something is completely impartial 

and unbiased, wholly without spe- 


cial pleading or exaggeration, then 
by definition it cannot be adver- 
tising. 

Mr. Lewis’ thesis was that spe- 
cial pleading, “putting one’s best 
foot forward,” is the essence of all 
selling, in any field, and that ad- 
vertising weakens its own case 
when it attempts to disclaim the 
need for “trade puffery” or sales 
enthusiasm. Sales—of goods, ser- 
vices or ideas—are made by en- 
thusiasts; not by dispassionate, un- 
biased searchers after eternal 
truth. That may be unpalatable to 
some of our more advanced ideal- 
ists, but it happens to be as truth- 
ful as any statement we can think 
of, and it also happens to apply to 
all fields of .human endeavor. It 
is not a special law applying only 
to advertising. 

The salesman, whether of goods 
or services or ideas, is successful 
only as he has enthusiasm for his 
wares. And enthusiasm begets ex- 
aggeration, just as surely as one 
generation begets another. 

We don’t believe this is bad; in 
fact, we relish it. We feel no moral 
pangs when we say that the Amer- 
ican flag is the most beautiful in 
the world, without taking the trou- 
ble to secure the expert opinions of 
an international jury of art critics. 
We suffer no qualms of conscience 
when we assert that democracy is 
the fairest way of life, although, 
never having lived as citizen or 
subject of any other form of po- 
litical state, we obviously don’t 
positively know. 

Let’s confine our indignation and 
our efforts at improvement to the 
many aspects of advertising and 
selling that so obviously need im- 
provement. Let’s not vitiate our 
energies trying to prove that sell- 
ing and advertising can be per- 
formed in an atmosphere which 
has nowhere been achieved on 
earth, in an aura of transcendent 
truthfulness and selflessness which 
humanity is too frail to achieve. 


The Sale Makes a Triumphant Return 


Last week ADVERTISING AGE cor- 
respondents around the country 
reported the full-fledged return of 
the post-Christmas retail sale. In 
other quarters, it becomes obvious 
that special merchandising events, 
trade-ins, markdowns and the 
whole bag of tricks designed to 
lure reluctant customers out of 
hiding, are in for-a return engage- 
ment, after many years in which 
they have been crowded off the 


Some merchandising people 
view the return: of these sales- 
stimulating operations with mis- 
givings. We don’t. We believe that 
they are a good thing, and that 
they will help keep the country’s 
economy on a high level. Ameri- 
cans aren’t broke or panicky; they 
want a lot of things, and a little 
added inducement in the form of 
reduced prices already gives prom- 
ise of making them turn those 
wants into buying actions. 


a 


—Wheels, American Car & Foundry Co. 


“It works out admirably for shipments they wish to ripen enroute.” 


Discount, Pro& Con 
Plenty of words have been writ- 
ten about the renaissance of the 
discount house, that price-cutting 
institution dear to the hearts of 
consumers. 

They’re back in business in full 
force—not completely, since in 
prewar days some discount houses 
actually offered 10% off on list 
prices of automobiles—but enough 
so that retailers and manufacturers 
are concerned about them. 
Retailing Daily has had a series 
of articles on the discount houses 
and how they are operated. 

Earl Lifshey, Retailing editor 
and columnist, recently summed 
up: “Meanwhile, the discount 
houses, leaning completely upon 
that consumer acceptance (built 
by advertising and non-cut-rate 
retailers), continue to cash in on 
it while their customers do like- 
wise at the cut prices being 
offered. Both these parties are, 
naturally, very happy about the 
whole thing. And, I can testify 
from personai knowledge, there 
are manufacturers who, having 
periodically tasted the succulent 
and substantial volume to be had 
from those sources, would be 
equally happy if they, too, could 
participate.” 


For Instance 

One of our most unforgettable 
characters was a rugged old Irish- 
man who lived in a soddy over- 
looking a lazy loop of the South 
Platte. Pat used to say, proudly, 
that “me family tree begins with 
me,” and immigrants have proved, 
year after year, that they blossom 
in American soil. 

The National Conference of 
Christians and Jews has an inter- 
esting cartoon on the subject of 
immigrants and the pride some 
people seem to feel in their ances- 
tors in this country. 


No Longhair 

We have long admired the “At- 
lantic Bulletin,” a promotion de- 
vice of the Atlantic, written by 
Charles W. Morton, one of the 
magazine’s editors. 

In a recent issue of the Bulle- 


tin, Mr. Morton addressed him- 


self to advertising people who 
think the Atlantic is completely 
“longhaired.” 


Not so, said Mr. Morton, who | 


presented these points in evidence: 

The Atlantic was next to The 
Saturday Evening Post as a source 
for Reader’s Digest. Collier’s had 
the same number of articles in 
RD as the the Atlantic—13— from 
November, 1947, through October, 
1948. 

A recent series of articles (“No 
Place to Hide,” by David Bradley 
on Bikini A-bomb tests) is a 
Book-of-the-Month Club dividend 
choice, and will be a motion pic- 
ture. 

Sir Osbert Sitwell’s “Laughter 
in the Next Room” excerpts ap- 
peared in the Atlantic, and the 
Sitwells were the subject of sev- 
eral pages in the Dec. 6 Life. 

Mr. Morton, who regards in- 
side-stuff magazines with a mix- 
ture of suspicion and dislike, also 
wrote: 

“What kind of journalism does 
this canned-in-advance and 
wrong-into-the-bargain stuff rep- 
resent? It seems to me based on 
two main attitudes: 


“(1) A contempt for the reader 
in its continued policy of dishing 
up as news a mixture of rumor, 
slant and gossip which the maga- 
zine thinks the reader wants to 
hear. 


“(2) A contempt for the news 
itself in the assumption that the 
whole news situation can be hy- 
pothecated usefully in advance 
and that—by slick writing—the 
pseudo-coverage can’t be told 
from the real thing. 

“What benefit a reader or an 
advertiser expects to get from 
this kind of journalism I’d be 
glad to learn.” 

The Atlantic had three articles, 
assessing the chances of the Dem- 
ocrats, Republicans and Progress- 
ives, all written by persons famil- 
iar with the party in question. 
One, by Ellis Arnall, was called 
“The Democrats Can Win.” 

Mr. Morton doesn’t claim to be 
a seer. He does say, “We were 
trying to cover the situation rather 
than to color or fake it. The sad 
commentary on journalism in gen- 
eral during the campaign was that 
this elementary policy, based on a 
respect for all the facts, proved to 
be so out of the ordinary.” 


Jottings 

' Brand Names Foundation has 
set this year’s Brand Names Day: 
April 12... 

A scout reports that a couple he 
knows just loved their electric 
blanket. They used to fiddle with 
the controls, running the tempera- 
ture up and down like an elevator. 
But it was always comfortable, at 
any temperature. One day they 
found it wasn’t plugged in... 
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Rough Proofs 


Radio stars who have heard the 
Treasury’s opinion on the subject 
of capital gains are convinced it’s 
in the same category as capital 
punishment. 


The Chicago & North Western 
Railway thinks its hundredth an- 
niversary celebration is a success, 
now that Northwestern has put a 
Rose Bowl victory in the record 
book. 


Cool and cloudy topcoat weather 
in Pasadena New Year’s Day 
must have pleased the football 
players and coffee vendors slightly 
more than the All-Year Club of 
Southern California and the bath- 
ing beauties who decorated the 
floats in the seursoinent of Roses 
parade. 


Officials of the Tournament of 
Roses say their parade Jan. 1 
played to 1,750,000, breaking all 
records. It’s statistics like these 
that keep the publishers of Flor- 
ists’ Review and the Flower 
Grower smiling. 


The big question in the broad- 
casting field seems to be whether 
television will :take over the 
movies, or the movies will move 
in on television. 


Franklin Allen says business 
will be fine in forty-nine for those 
who can sell to beat all hell. 


This Week Magazine shows a 
horse racing picture on its cover, 
adding the comment that gam- 
bling is a disease, but so far the 
friends of Citation have kept the 
subject on the sports pages and 
out of the “How to keep well” 
columns. 


In the same category is the con- 
cept that alcoholism is a disease, 
but that news of cocktail parties 
makes good fodder for society 
columns. 

Radio listeners who wonder at 
the enthusiastic and spontaneous 
reactions of studio audiences have 
never seen them worked over by 
those masters of mass psychology, 
the warm-up men. 


“You'll like Reno—wonderful 
skiing!” says the newspaper ad. 

If you feel you just must take 
off, might as well do it pleasantly. 


Gladys the beautiful reception- 
ist says she spent the last holiday 
weekend trying to match up the 
asterisks in the magazine ads, and 
she was able to do it almost half 
the time. 


Schlitz has successfully revived 
its slogan, “The beer that made 
Milwaukee famous,” but Colgate 
is resisting the impulse to provide 
employment for the popular fav- 
orite, “Keep that schoolgirl com- 
plexion.” 


If a sensational new product 
seems destined for quick success, 
you can measure its chances by 
checking how many distributors 
of competitive makes are trying 


to grab the franchise. 
Copy Cus, 
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4 By 1932, the Big Depression was bearing 
down like a bad-tempered traffic cop on a timid 
Sunday driver who has just run through a red light. 
Business men no longer bailed out of high windows, 
but went broke quietly; banks started doing the same. 

To News sportswriters, however, the Depression 
was a day side and business page assignment. With 
full pay envelopes, and press passes, life was just a hot 
pastrami... aloof from economic realities. 

Until the fateful Monday editorial meeting — 
when the Education Editor brought word that 
despite drastic cuts in faculty, many colleges were 
unable to renew contracts with football stars. 
Rather than sit on their hands in gelid grandstands, 
it was assumed most fans would safeguard their 
health in cozy speakeasies on Saturday afternoon. So 
it was decided to forget that customary feature, 
the News Football Consensus. 


W256) Now the Football Consensus had been 
doped out by the astute Sports Dep’t as a dodge to 
keep the sports pages filled with minimum effort on 
fall days when there isn’t much to write about. It 
required only a small coupon, listing a series of next 
Saturday’s games. The few serious students who 
could determine the closest scores, were awarded 
tickets (and expense money) to games the following 
Saturday. The coupons came in by tens of thousands, 
the Consensus story filled the space, and sports 
writers pursued research projects in their warm offices. 

At this memorable meeting however, the Social 
Consciousness Editor suddenly spoke. up. 

M408 “Are any,” he asked impressively, “of you 
mouse-minded undergraduates of unfinished 
correspondence courses unable to savvy that the 
stadium sport can survive amateur teams but not 
the absence of amateur attendants? The average 
ex-college joe just ain’t got the jack to support his 
Old Alma Mammy — team! team! team! 

“Is the coarse fellowship of the grog shop any 
substitute for audience participation in the great 
outdoors? Must the Saturday afternoon with scalpers 
tickets, the girl friend, flowers, flash and fight over 
the goal poles go the way of the margin account and 
the celluloid collar? Do we take it lying down while 
this grand old American tradition takes a powder?” 
er’ ‘Tears wringing from every eye, the editors 
voted to carry on with the Football Consensus, come 
what may! And so college football survived. 

News readers whose closest contact with college 
was passing N.Y.U. on a bus, often proved more apt 
forecasters than Phi Betas. And when war came and 
left the colleges flat with 4F's, V2s, and military 
courses in simple mayhem, millions of well-heeled 
welders were ardent football fans—paid ticket 
scalpers high prices, to keep stadium seats warm for 
students who were 2nd Lieutenants far, far away. 


(probably always—N. Y. N. F. Consensus, we mean) 


Mii War also brought the paper shortage, and so 
the Football Consensus was dropped after 1941... 
We filed away the clips with sprigs of lavender, 

as mementos of a happier bygone day. 

This fall when we figured our readers were all 
wrapped up in UN, the national election, ECA, 
home wave sets, HCL, and poor girls marrying 
rich men... what should pop up again but the 
Football Consensus! 


Ki) Correspondents intimated that we had lost 


that old pepper, no longer loved the Common Man. 
So by popular complaint the Consensus was 
belatedly resumed on Nov. 2. Rather than try to get 
tickets to the remaining games, we offered mere 
money — not much in these days of radio program 
giveaways — $1000 in prizes; $500 first, $250 
second, $100 third, $50 fourth, and ten prizes of 
$10 each ... for the best advance estimates of scores 
of fifteen games on Nov. 6. 
With only four days to go, some 154,000 forecasts 
came in! For the week ending Nov. 13, more than 
270,000 entries were filed. 


away Just for the hell of it, the fun-loving fellows 
in the Sports Dep’t doubled the ante, to $2,000 in 
prizes for Nov, 20 — which brought in 398,000 
entries. Sixty checkers worked all Saturday night 


"and fell asleep at thejr desks over Consensus mail. 


A hundred additional checkers working on Sunday, 
couldn’t catch up. For the first time, winners 
couldn’t be published Monday. 
The $2,000 deal, repeated for the fourth and 
last Saturday, Nov. 27, drew over 340,000 coupons! 
Football Consensus, four weeks, total response — 
1,123,098 which is close to the top figure for the 
full season in any pre-war year. 


So what — summarized: News switchboard 
operators still try not to snap at callers who say 
Football Consensus. Our pals in the postal service 
are still sullen; in Grand Central PO, fallen arches are 
167.52% above the November norm. News sports 
writers have taken to dark glasses and goatees; and when 
recognized, plead “Pliz — no spik Ingleesh.” 
Conclusion (incomplete) —News readers as yet show 
no signs of advancing senility...skip little in their 
favorite newspaper,..are highly susceptible to any 
self-interest appeal or offer, highly responsive to any 
advertisement including same...and accessible in larger 
quantity at lower gost than readers of anything else 
we know of!...There probably are other and better 
conclusions warranted — but we are still too Consensus 
conscious to sort them out! 


THE NEWS, New York’s Picture Newspaper, 


220 East 42nd St., New York City... Tribune Tower, Chica 


155 Montgomery St., San Francisco 
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Blair Clark Joins 
Y. Star’; Was 
N. H. Publisher 


New Yorx—Blair Clark, for- 
merly publisher of the New Hamp- 
shire Sunday News, Manchester, 
has joined the New York Star as 
business manager and treasurer. 
‘He succeeds Leon Shimkin, who 
held the position since PM became 
the Star, who now returns to 
Simon & Schuster as executive 
vice-president, a position he held 
concurrently with his Star post. 

Mr. Clark, who is 31, entered the 
newspaper business in 1940—the 
same year he graduated from Har- 
vard—as a reporter on the St. 
Louis Post-Dispatch. He spent five 
years in the Army. He started the 
New Hampshire Sunday News in 
September, 1946, and had the 
largest newspaper circulation in 
the state when he sold it last 
September to the Manchester 
Union Leader. 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the“ Puget Sound Circle” 
—account for 55% of Washington 
State’s total business volume. You 
must have fu// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


See These Tacoma-Pierce County 
Daily Coverage Figures! 


THE TACOMA 


NEWS TRIBUNE 
Second Tacoma Paper 


Seattle Morning Paper 
Seattle Evening Paper 


Represented Nattonally by 
The Sawyer, Ferguson, Walker Co. 


The Star’s circulation is cur- 
rently about 150,000—up from the 
112,000 level to which PM had 
dropped before Bartly .C. Crum 
and Joseph C. Barnes took it over. 
Its advertising has come along 
slowly, although what it now car- 
ries would have been a bonanza 
for the PM which tried vainly, to- 
wards the end, to take advertising 
and get out of the deficit class. 
During the pre-Christmas week 
it carried 65,000 lines. 

Informed sources report frankly 


that the Star is still in the red, 
but optimism still prevails. Some 
think that a combination of ris- 
ing circulation and increased ad- 
vertising should put the news- 
paper into the profit column soon. 


Scott Leonard Joins Y&R 


Scott Leonard, formerly a vice- 
president of Tracy-Locke Co., Dal- 
las, has joined the Chicago office 
of Young & Rubicam as an account 
executive. Before joining Tracy- 


Locke, Mr. Leonard was an ac- 


count executive of J. M. Mathes, 
Inc., New York. 


Names Lee-Murray Agency 


Lee-Murray, Advertising, New 
York, has been retained to handle 
the advertising of Stern & Herff, 
manufacturer of girls’ coats and 
suits. Magazines will, be used. 


Horace Powell Named V.P. 


Horace Powell, business mana- 
ger of the Atlanta Journal, has 
been named vice-president of the 
Atlanta Journal Co. 
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Automatic Names Robinson 


J. A. Robinson, formerly with 
Ruthrauff & Ryan, Chicago, has 
been named sales manager of the 
transporter division of Automatic 
Transportation Co., making his 
headquarters in Chicago. R&R 
handles the Automatic account. 


Purolator Promotes Kelly 
Carlos D. Kelly, a director of 
Purolator Products, New York, fil- 
ter manufacturer, has been elected 
vice-president in charge of sales of 


the company. 


FIRST... 


advertiser 


Men who sell advertising are careful buyers of it. That’s why the 
Columbia Broadcasting System...and many others in radio and 
publishing have, in the past 10 year period, placed more of their 
advertising in Business Week than in any other general business 
or news magazine. 

Media advertisers know that Business Week reaches the high- 
est concentration of Management-men...prime prospects because 
Management-men participate in buying decisions. Business Week 
gives advertisers a minimum of waste circulation ... therefore 
advertising dollars invested in Business Week “work harder,” 
produce more. 


BUSINESS WEEK FIRST... AGAIN IN‘1948 


Hundreds of advertisers whose goods or services are sold to busi- 
ness and industry, know that Business Week brings them more 
sales contacts per advertising dollar spent. This explains why, for 
the first six months of 1948, Business Week led all the general 
business and news magazines: 


In page volume of business goods and services 


advertising. Total: 1762 pages. ih 


FIRST... 


In number of business goods and services ad- 
vertisers. Total: 648 advertisers. é 


FIRST eee 


In number of exclusive accounts in the busi- 
ness goods and services classifications: Total: 


307 accounts. 


This year-after-year leadership by Business Week has been going 
on for eleven years, all because— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


| | 
] 
| 
| 
tf s tn 
: 
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Council Releases 
= = 
ms Winter Driving 
atic 
his Safety Campaign 
it. | New York—Ten winter driving 
advertisements stressing care on 
highways made hazardous by ice 
- of and snow have been sent to more 
fil- than 10,000 daily and weekly 
cted newspapers as parts of the Adver- 
s of tising Council’s stop accidents 


campaign. 
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Every ad in the stop accidents 
campaign carries the slogan, “Be 
careful—the life you save may be 
your own.” The ads were prepared 
by Young & Rubicam, Chicago, 
volunteer agency, under the direc- 
tion of Robert R. Burton, vice- 
president. 

Wesley I. Nunn, advertising 
manager of Standard Oil of Indi- 
ana, is the campaign coordinator 
and Helen J. Crabtree of the coun- 
cil is staff executive on this pro- 
ject. 


Madigan Appoints Quan 


Madeleine Quan, formerly sales 
promotion manager of Spiegel’s 
Sally Fashion Stores, has been 
named advertising manager of 
Madigan Bros., Chicago depart- 
ment store. She succeeds Mrs. 
Olive Cooper, who has joined 
Pogue’s, Cincinnati. 


Plans Sunday Edition 

The Tri-City-Herald, Kenne- 
wick, Wash., this month will drop 
its Saturday afternoon edition and 
will launch a Sunday paper. 


William Goodman Jr., formerly 
advertising director of Platt Lug- 
gage Co., Chicago, has been ap- 
pointed advertising director of W. 
E. Long Co., Chicago, management 
and advertising consultant for 
bakers. 


Esther Block Joins Gittins 


Esther Block, formerly office 
manager of Scott-Telander, Inc., 
has been appointed media director 
of Bert S. Gittins Advertising, 
Milwaukee. 
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bragging.. 
but did you know that inthe 


PHILIPPINES... 


| She Manila Times 


The Sunday Times 


now have from... 


DOUBLE 
TRIPLE +. 


QUADRUPLE 


the net paid circulation 
of other dailies? 


It's a fact, 
and at a 
cost per 


thousand 


LESS than 
HALF THAT 


OF any other 
daily. 
OCTOBER AUDIT: 


% Daily 89,782 
%& Sunday 109,696 


[Ask us For our | 
REPORT 


on the 


PHILIPPINE 
ECONOMIC 


PICTURE 


U. S. Representative: 
ALBERT CAPOTOSTO 
270 Park Avenue 
New York 17, N. Y. 
MU. 8-4777 
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Schwerin Names Newell, Krolik 


Henry H. Newell has been 
named a vice-president and Rich- 
ard Krolik public relations di- 
rector of Schwerin Research Corp., 
New York. Mr. Newell joined 
Schwerin in 1946, after public re- 
lations work with the National 
Association of Manufacturers and 
promotion for Fawcett Publica- 
tions. Mr. Krolik was most re- 
cently general manager of Tele- 
" vision Reporter Productions and 
a Hollywood television consultant. 


Gets Lingerie Account 


Joyce Carol Corp., New York, 
lingerie manufacturer, has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS phetos. 
Dramatize covers, 
organs, posters, every 
promotion job. 100 new 

hotos monthly. Used 

biggest advertisers. 
Write for new FREE 
proofs No. 108. 


Scripps-Howard 
Appoints Ferree 


Business Manager 


New YorK—Mark Ferree, former 
business manager of the Cleve- 
land Press and publisher of the 
New York World-Telegram, has 
been appointed general business 
manager of the Scripps-Howard 
Newspapers. 

He succeeds Ray A. Huber, gen- 
eral business manager of Scripps- 
Howard for the past ten years, 
who will continue in the gen- 
eral management of Scripps-How- 
ard as a member of the executive 
committee. 

Mr. Ferree has been with 
Scripps-Howard 16 years, begin- 
ning as a member of the adver- 
tising staff of the Washington 
Daily News. In 1936 he was named 
advertising director of the Indian- 
apolis Times. In January, 1937, he 
was appointed business manager 
of the Indianapolis Times, in 
which capacity he served until 


Jan. 1, 1945, when he was named 
assistant general business mana- 
ger of Scripps-Howard Newspa- 
pers. 


Statford Appoints Three 


Stafford Industries Ltd., Toronto, 
has announced the following new 
appointments: E. G. Robinson, sales 
manager, will devote special at- 
tention to sales promotion and ad- 
vertising plans; D. J. Sinclair, as- 
sistant sales manager, will become 
sales manager, and J. H. Spence, 
formerly with Harold F. Ritchie 
Co., has been named sales secre- 
tary. Stafford makes ice cream in- 
gredients, dessert powders, pie 
fillings, soup bases and seasonings. 


WBNT Joins CBS-TV 

CBS-TV, New York, has signed 
WBNT, Columbus, O., as a primary 
television affiliate. The station is 
due on the air June 9. This brings 
the number of Columbia TV affili- 
ates to 24. 


Chaddock Appointed 

Robert B. Chaddock has been 
appointed space buyer of Mac- 
Farland, Aveyard & Co., Chicago. 


HUMAN INTEREST . . . pervades 


every line ever written by Poe. His 


masterful genius displayed in such 
pieces as “The Raven” . . . “The Gold 
Bug” and other stories and poems, re- 
veal Poe knew HUMAN INTEREST— 
which is the key to Reader Interest! 

Each week CAPPER’S WEEKLY 
brings to thousands of readers its un- 
usually effective style of HUMAN IN- -. 
TEREST editorial appeal. 

For quickly produced, low cost in- 
quiries and sales... put CAPPER’S 


WEEKLY to work for you in the rich 
farm and rural town market of Iowa, 
Nebraska, Kansas, Missouri and Colo- 


rado. 


CAPPER’S WEEKLY 


...Make The Sale! 


the uncanny 
Allan Poe 
proved it... 


Cupid, who is supposed to get busy in February, hired a Santa 
Claus suit and shot his arrows all over the place during the Christmas 
holidays. A big surprise to the Chicago fraternity was the elopement 
on Christmas Day of Jack Scott, pres. of Schwimmer & Scott, and 
Lucy Gilman, Chicago radio actress. . . On Dec. 29, Harry A. Bullis, 
chairman of the board of General Mills, Minneapolis, married Countess 
Maria Smorczewska, a refugee from Poland. . . And on the same day, 
Hubbell Robinson Jr., CBS vice-president and program director, was 
married to Margaret Whiting, CBS singer, in Las Vegas, Nev., with 
Harry Ackerman, director of CBS network programs, as best man. . . 

The engagement of Yvonne Motley, daughter of Red Motley, pres. 
of Parade Publication, New York, to Thomas McCabe Jr., was an- 
nounced during the holidays. . . and Mary Slocum, whose father, 
Lorimer Slocum, is v.p. of Young & Rubicam in New York, became 
engaged to Richard Warfield, of Winnetka, Ill. . . Hill Blackett, head 
of Hill Blackett & Co., Chicago, became a father-in-law with the 
marriage of his son, Hill 
Jr., to Nancy Lourie in 
suburban Winnetka. . . 
A honeymoon in Fort 
Lauderdale, Fla., fol- 
lowed the marriage of 
Eric C. Foote, director 
of Advertisers Art 
Council, to Ruth Var- 
ney. .. A flurry was 
caused in AA’s Chi- 
cago office by the mar- 
riage, Dec. 30, of 
Associate Ed. Bruce 
Bradway to Eleanore 
Zeiss, with Robert W. 
Murray, managing ed., 
as best man. The bride 
and groom flew to 
Europe for a_ three- 
week honeymoon. . . 

Tom Deegan ZJr., 
president of the Fed- 
eration for Railway 
Progress and public re- 
lations director of the 
C&O, says it doesn’t 
pay to give your chil- 
dren too many ,teys at 
Christmas; Tom tripped 
over a few gadgets 
around the tree and broke his arm. .. And AA’s New York executive 
editor, Mike Hughes, has been limping around with a painful hip, 
thrown out of place while bowling during the holidays, he says... . 
Another casualty was John J. McLaughlin, public relations director of 
Neal D. Ivey Co., Philadelphia agency. He slipped on the first ice of 
the winter and broke his ankle. . . 

In addition to Jack Benny, CBS President Bill Paley has the best 
dressed woman in the land. Mrs. Paley led the list of best dressed 
women in a nationwide poll conducted by the New York Dress Insti- 
tute. .. Lionel Day, a member of the creative staff of Marschalk & Pratt, 
New York, has been elected to the National Council of the Authors’ 
Guild, Authors’ League of America. His published works include 
poetry, eight novels and more than 800 short stories. . . 

Harold Siegel, head of Advertising Associates, Louisville, did a 
three-in-one job with a folder that announced the birth of his new 
daughter, Judith, on Dec. 15, served as a holiday greeting card, and 
as an example of the Siegel originality in folders, a specialty of the 


TROPHY FOR MARTIN—Joseph J. Martin, research 

director of Henri, Hurst & McDonald (left), receives a 

trophy from William D. McDonald, board chairman, 

in recognition of his 25 years’ service with the Chicago 
agency. 


agency. .. Robert E. Freer, chairman of the Federal Trade Commission, 


is the grandfather of a boy, Quentin Barry Keith, born on Dec. 19 
to his daughter and son-in-law, Mr. and Mrs. Norman Keith of Wash- 
ington. . . Carl Mark, executive v.p. and general manager of WTTM, 
Trenton, N. J., is the proud father of a baby boy born several weeks 
ago. . . It’s a second boy for Fil Mandl, v.p. of Harry J. Lazarus & Co., 
Chicago agency. The baby was born on Dec. 6... 

A. J. Maggiar, managing director of Al Clark Advertising Co., Cairo, 
Egypt, has been visiting in New York on business. . . William Wein- 
traub Jr., of the William H. Weintraub agency, New York, will stay in 
Europe for about four weeks to study television operations in England, 
France and Italy. . . Elinor Brown, head of E. L. Brown Advertising 
Agency, Philadelphia, is touring South America on vacation. . . 

William E. Berchtold, executive vice-president of Foote, Cone & 
Belding, New York, will head the advertising and publishing division 
of the 1949 $2,000,000 drive for the Greater New York Councils, Boy 
Scouts of America. Assisting him are Philip Zach of Capper Publica- 
tions; Walter Krissel, Equitable Paper Bag Co.; Jim Gaines, NBC; Ted 
Streibert, WOR; Don O’Brien, Young & Rubicam; Hugh Kelly, Mc- 
Graw-Hill Book Co.; E. W. Timmerman, American Druggist; William 
K. Beard, McGraw-Hill; Ed Duffy, Hearst Advertising Service; Vic 
Keppler, photographer; Bill Maloney, BBDO; John Vickery, Society 
of Illustrators, and Elwood Whitney, Foote Cone & Belding. . . 

The Pittsburgh Adclub will celebrate its 40th anniversary with a 
dinner at the Roosevelt Hotel on Jan. 25, with Ben Duffy, pres. of 
BBDO, as the featured speaker. Carl M. Dozer, merchandising mgr. of 
WCAE and program director of the club, is in charge of arrangements. . . 
Col. Richard Henderson, promotion director of the Hartford Times, has 
been elected pres. of the new Officers Club of Connecticut, organized 
by officers of the Connecticut National Guard. . . 

Edna May Taylor, assistant to the managing editor of Parade, New 
York, was married on Jan. 8 to James B. Golden, associate editor of 
the same publication. . . Mary Hill, assistant fashion editor of Vogue 
and daughter of the late American Tobacco Co. president George 
Washington Hill, was married on Dec. 18 to Arthur T. Hadley II of New 
Haven, Conn. and New York City. . . James H. McGraw Jr., president 

of McGraw-Hill Publishing Co., New York, has a new granddaughter, 


‘Nancy Adams Sweet, born on Dec. 15. 


Bob Moora, Sunday news editor of the New York Herald Tribune, 
became the father of a boy, Michael Warrington, on Dec. 17... 
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Dayton Rubber Co.’s 
Fan Belt Promotion 
Called Successful 


Dayton, O.—Dayton Rubber 
Co.’s “carry a spare” fan belt sales 
promotion program has boosted 
fan belt sales in service stations 
more than seven times, in every 
site chosen for the initial tests. 

The company has adopted a new 
réd-and-white sleeve for its fan 
belts, and the copy carried on the 
package is built around the ques- 
tion, “What would you do if your 
fan belt broke tonight?” The mess- 
age points out the value of having 
a spare fan belt in time of distress. 

Tests in a group of service sta- 
tions have shown that one out of 
five motorists who are handed a 
fan belt and package to read will 
buy the belt. The attendant says 
little or nothing, and allows the 
copy to do the selling job. 

Typical arrangement of the 
“carry-a-spare” plan includes a 
display rack, the belts packaged 
in the new sleeves, and a dealer 
sales manual with instructions for 
putting the plan in operation. The 
company reports that the plan has 
resulted in one sale out of every 
six dealer calls. 


Television Academy Elects 


Harry R. Lubcke, Station KTSL, 
Los Angeles, has been elected pres- 
ident of the Academy of Television 
Arts and Sciences. He succeeds 
Charles B. Brown, head of the Vi- 
deo Broadcasting Co. Other officers 
‘are: ist vice-president, Don Mc- 
Namara, Telefilm, Inc.; 2nd vice- 
president, Russell Furse, Cascade 
Pictures of California; treasurer, 
Lenore Kingston, writer and tele- 
vision actress; corresponding sec- 
retary, Robert Packham, producer 


NEW Subscription Order Form... 


Kraft Opens Seattle Agency 
Don Kraft, son of Warren Kraft, 
who heads the Seattle office of 
Honig-Cooper Co., has, opened his 
own agency, Don Kraft Advertis- 
ing Service, 4745 University Way, 
Seattle. The new agency special- 
izes in retail accounts in the uni- 
versity shopping district and 
handles the University of Wash- 
ington Adult Education Center ad- 
vertising. Don Kraft graduated 
from the University of Washing- 
ton School of Journalism in 1948. 


Two Join Koppers 

J. L. Tunstead, formerly general 
manager of Hearst Saturday Home 
Publications, and Harry P. Neher 
Jr., formerly vice-president and 
sales manager of Hood Chemical 
Co., have joined the sales depart- 
ment of the central staff of 
Koppers Co., Pittsburgh. 


Atlantic City... 


The World’s Playground 


where over 18,000,000 yearly visitors 
see and absorb messages 
like this Calvert. 


Let Us Place YOUR “High-Spots” 
on the Boardwalk. 


Spectacular 
Electrics 

be Poster 
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CALL FOR 


Sinclair’s 15-Year Experience 
Proves Value Spot Movie Ads 


Advertising Agency: Hixson-O’Donnell 


Please enter immediately my subscription to 


Advertising Age for 


) One Year at $3.00 


(] Two Years at $5.00 [] Three Years at $6.00 
[) Payment enclosed [7 Bill me later [j Bill my firm 


s in theatres have 
Company's adver- 
} are enthusiastic 
proves movie ads 


Name-_ Title. of a special signature. 
Firm 

Street 

City Zone__State__ 


Black's Poultry Company bought 63 stations 
including WDNC, the 5000 watts—620 ke 
CBS station in Durham, N.C. Results? WONC 
hatched a lower per inquiry cost than all oth- 
er 63 stations except one! 


What de you want to sell more 
of at lower cost? 


DURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBIA BROADCASTING SYSTEM 


THE SINCLAIR SPOT MOVIE PROGRAM has always been 
managed by a member of the Movie Advertising Bureau—from 


ae 


SINCLAIR SPOT MOVIE ADS are like short news-reel features 
in the theatre's regular program. They give a local impact to the 
national advertising program because they feature the name, 
address and phone number of the local agent or dealer by means 


SPOT MOVIE ADS can sell your product by sight, sound, action 
and demonstration — in color or in black and white. Audience 


Rep. Paul H. Raymer 


the signing up of Sinclair Agents and Dealers locally to the attention to your sales message is virtually 100%. You can use 
roduction and distribution of the films to selected Theatres. Spot Movies to advertise your product or service in one theatre 
The Bureau can do the same for you. or in over 12,000 theatres. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


NATIONAL OFFICES 


CHICAGO 
r 333 N. Michigan Ave. 
®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 


NEW YORK 
70 E. 45th St. 


NEW ORLEANS 
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Appoints Lindsay Agency 

Lindsay Advertising Agency, 
New Haven, Conn., has been 
named to direct the advertising 
of Eastern Industries, manufac- 
turer of industrial pumps, mixers, 
stirrers, hydraulic and fluid mo- 
tors; and its subsidiary, McIntyre 
Pumps, Newton, Mass. Trade pub- 
lications, catalogs and direct mail 
will be used. 


| Moloney Succeeds Callaway 


R. F. Callaway has retired as 
manager of the Detroit branch of 
Frigidaire Sales Corp. after 26 
years with Frigidaire. J. H. Mo- 
loney, assistant Detroit branch 
manager, will succeed Mr. Calla- 
way. 


Beasley, Dunbar Top 
New ‘Arizona Times’ 
Managerial Setup 


PHoENIx—G. Hamilton Beasley, 
a director and chairman of the 
board of the Arizona Times since 
it was purchased from Anna 
Roosevelt Boettiger and her asso- 
ciates, last week became publisher 
and general manager as well. Kirk 
C. Dunbar, previously a director 
and secretary-treasurer of the 
corporation, became business man- 
ager. 

Both Mr. Beasley and Mr. Dun- 
bar are investment bankers. 

Two other promotions an- 


CHURCH PROPERTY 


ADMINISTRATION 


nounced at the same time sent 
Dick Smith, formerly managing 
editor, up to editor, and Jackson 
Hoagland to local and national ad- 
vertising manager. Mr. Smith 
joined the Times after an exten- 
sive newspaper career, and most 
recently was manager of the 
United Press’ Phoenix bureau. Mr. 
Hoagland was research editor of 
the Mining Journal, Phoenix, from 
1935 to 1942, served with the Air 
Force, and was editor of the Min- 
ing World until he joined the 
Times in 1946. 


Gets Furniture Account 


Gould-Lawrence-Schaar, Los 
Angeles, has been named to di- 
rect the advertising of Mason Mfg. 
Co.,, maker of genuine Monterey 
and Pacific provincial furniture. A 
trade campaign is planned. 


Opens TV Producing Firm 


Herbert Bayard Swope Jr., for- 
merly chief remote director of CBS 
television, has opened his own tele- 
vision producing firm at 745 Fifth 
Ave., New York. 


...from the hand of the 


-famous and prolific Fredric Goudy. 


One of more than five score 


of his alphabets that will live 


for years to come. | 


CHICAGO... 22 East Illinois Street 


LOS ANGELES. . . 928 South Figueroa Street 


anuary 10, 1949 


Advertising Age, 


WASHINGTON—Department store 
sales in the U. S. for the week end- 
ing Christmas Day were one-third 
above those of the week ending 
Dec. 27, 1947. City increases ranged 
from only 6% above a year ago in 
Oklahoma City and Kansas City, 
Mo. to a 65% gain in Newark. 

This report, from the Federal 
Reserve Board, shows that dollar 
volume for the month was pulled 
ahead of volume the same month 
of 1947 by a great final Christmas 
rush—plus the fact there were two 
more shopping days. The weekly 
sales index (based on 1935-39 aver- 
ages) reached about 473 for the 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100. 


Week to Dec. 25, .p473 
Week to Dec. 18, .p576 
Week to Dec. 27, ’47*. .358 
Week to Dec. 20, ’47*. .576 
Month of Nov., ’48....287 
Month of Nov., 47... .302 


PPreliminary. 
*Not adjusted seasonally. 


Dec. 25 week, compared with 358 
for the final week in December, 
1947. For the month just ended, 
sales volume was up probably 3 or 
4% over the same month of 1947. 

Greatest regional gains for 
Christmas week were 48% in the 


New York (second) district, 43%- 


in the Philadelphia district, 40% in 
the Richmond area, and 36% in the 
Boston area. Lower gains were re- 
ported in the Midwest, Far West, 
Southwest and South. The Kansas 
City (10th) district showed only 


an 11% increase. 
% Change from 1947 


Jan. Mo. Week 

- Federal Reserve to of Dec 
District and City Oct Nov. 25 
UNITED STATES ...... 8 p—2 32 
Boston District ......... 3 p—4 36 
3 —8 34 
New York District....... r6 —4 48 
Rochester ............ 12 0 29 
Philadelphia District .... 11 0 43 
Philadephia .......... 8 1 45 
Cleveland District ...... 10 3 28 
eee 9 —2 27 
8 —1 31 
10 1 30 
13 1 49 
11 4 29 
9 12 21 
Richmond District ...... 7 —1 40 
Washington .......... 5 0 41 
Atlanta District ........ rl0 —2 25 
Birmingham .......... 14 —2 * 
7 2 25 
New Orleans ......... 13 3 34 
7 2 29 
Chicago District ........ 8 —3 31 
Indianapolis ........ 56 23 
St. Louis District........ 10 p—3 23 
10 1 30 
0-00 1l p—3 31 
9 —3 21 
7 po 28 
Minneapolis District .... 7 p4 * 
Minneapolis .......... 8 4 bd 
Duluth-Superior ...... 13 1 * 


Kansas City District..... 7 11 
10 6 14 
Kansas City .......... 8 —6 6 

—9 ll 
Oklahoma City ....... 9 —5 6 

Dallas District .......... ll —2 25 

Ves 56 —4 30 
Fort Worth ........... 9 —5 21 
27 —2 31 
San Antonio .......... 9 0 21 

San Francisco District .. 7 p—5 28 
Los Angeles Area..... 0 p—10 28 
San Francisco ........ 5 1 44 
9 —2 15 
Salt Lake City........ 3 —l 19 
r—Revised. 
p—Preliminary 


*Data not available. 


Collier Joins ATF Sales 


Sanford G. Collier, formerly with 
Acme Stamp & Printing Co., Spo- 
kane, has joined American Type 
Founders Sales Corp. as a salesman 
ior the Seattle branch territory. He 
will make his headquarters in 
Spokane. 


Sheer Appoints Kane 


H. M. Sheer Co., Quincy, IIL, 
manufacturer of poultry equip- 
ment, has appointed Kane Adver- 
tising, Bloomington, Ill., to handle 
all product advertising. Farm pub- 
lications, direct mail, point-of-sale 
and dealer aids will be used. 


Doane Transferred to N. Y. 


Richard C. Doane, former vice- 
president and general manager of 
Canadian International Paper Co., 
Montreal, has been elected vice- 
president in charge of sales of In- 
ternational Paper Co., New York. 


To Unearth New 
Markets .. . To 
Activate Known 
Markets. 


INDUSTRIAL EQUIPMENT NEWS 
does this job for you economic- 
ally. 

In the general industrial mar- 
ket where 52,527 Operating, En- 
gineering and Production Men 
use INDUSTRIAL EQUIPMENT 
NEWS to find their current needs 
and will see information on your 
product. 

86% of these buyers and 
specifiers are in plants rated 
$100,000 or more. 55.7% are 
in plants rated one million and 
over. 

You can reach this major mar- 
ket of buyers and specifiers for 
only $110 a month — $1320 a 
year. 


For full information get a 
copy of “The | E N Plan.” 
It may be helpful to you. 
It's FREE — Write today. 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. 
461 Eighth Avenue 
New York 1, New York 
BOSTON @ CHICAGO @ CLEVELAND 
LOS ANGELES 


DETROIT @ 
\ PHILADELPHIA @ PITTSBURGH 


Drug & Cosmetic. 


INDUSTRY 


forward looking industry. 


Covers a rich and 


Publishers of Beauty Fashion 


 Ketau dates 
" . Federal Reserve Figures on Department Store Sales 
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weg £3 Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
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Hollywood's KNBH 
to Bow Next Sunday 


HoLLywoop—KNBH, the Holly- 
wood TV station of the National 
Broadcasting Company, will bow 
on Jan. 16. Present for the cere- 
monies will be Charles Denny, ex- 
ecutive vice-president and general 
manager of NBC. Commercial op- 
erations will begin on a schedule 
of five days per week, Sundays 
through Thursdays, approximately 


‘three hours per day and 14 hours 


per week. 
A predominance of live talent 


* will be used on the station, and 


the inaugural night programming 
will include a variety show, a 
floor show and music and singing 
by the Pickard Family. Films 
scheduled include a kinescope re- 
cording of the NBC “Philco Tele- 
vision Playhouse” and the first 
television showing of NBC’s “One 
Man’s Family” AM show. 


= Following similar moves by 
other stations in the area, KNBH 
has signed an agreement with the 
Mirror, Los Angeles’ new daily 
newspaper, to join forces in news 
and feature coverage. The Mirror 
will make available to KNBH its 
newsgathering facilities, and pro- 
vide experts in the fields of poli- 
tics, world affairs, sports and wo- 
men’s activities. 

Other such tie-ups now in effect 
are between CBS and the Los An- 
geles Times on KTTV; Paramount 
and the Daily News on KTLA, and 
Mutual-Don Lee and the Ezx- 
aminer on KTSL. 


Rothman Returns to 
Campbell-Ewald as V.P. 


Edward E. Rothman has been 
appointed vice-president and as- 
sistant general manager of Camp- 
bell-Ewald Co., 
Detroit and New 
York. He was 
with the agency 
for 15 years be- 
fore leaving in 
1936. Since that 
time, Mr. Roth- 
man has been 
consultant for 
four years on the 
Ethyl Gasoline 
Corp.’s technical 
advertising, and 
account execu- 
tive with two advertising agencies. 

As assistant to Executive Vice- 
President H. G. Little, Mr. Roth- 
man will specialize in coordinat- 
ing and amplifying all agency ser- 
vices to clients. 


E. E. Rothman 


WILL YOUR NAME 
BE REMEMBERED 


Place your name = business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but. practical 
means of never letting them forget you. 


for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 
or. Lustrous colored in, 
Gits Razegoléred key chain, 
‘$*¥azor blade with a safety 
handle, refillable, assorted 
colors, Imprinting 2 of 3 

reminder. 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 ‘Plastic Eye"’ 


Ask your favorite jobber fo 


4600 W. HURON ST., CHICAGO 44, ILL. 


Manufacturer of the famous Gits Savings Bonks, 
Games, Letter Openers, Key Holders, Poker Chips, 
Stir Sticks, Etc. 


DISTRIBUTOR: Bald, Lid. 
69 York Street, Terente 


Gets Furniture Account 


Erwin, Waséy & Co., Chicago, 
has been appointed to handle the 
advertising of Howell Co., St. 
Charles, Ill. Howell Chromsteel 
kitchen and dinette furniture will 
be featured in full-page, full-color 
ads in consumer publications. 
Trade publications and point-of- 
sale material also will be used. 


Ace Names Hirshon-Gartield 


Ace Sportswear Co., Needham 
Heights, Mass., manufacturer of 
men’s and boys’ outerwear, has 
named Hirshon-Garfield, Inc., 
Boston. A campaign is being laun- 
ched this month in consumer mag- 
azines and trade publications, fea- 
ot the theme “Ace sets the 
ace ” 


Paim & Patterson Moves 


Palm & Patterson, Cleveland 
agency, on Jan. 10 will move to 
the Fidelity building, 1940 E. 6th 
St. The following new accounts 
have been added by P&P: Vital 
Products Mfg. Co., and Overust 
Co., Cleveland; Hartman Electrical 
Mfg. Co., Mansfield, O., and High- 
way Equipment Co., Pittsburgh. 


IBM Boosts Turney, Dilling 


J. Lester Turney, manager of 
customer engineering, has been 
named assistant to the general 
sales manager of International 
Business Machines Corp., New 
York. M. R. Dilling, assistant man- 
ager of customer engineering, has 
been appointed to succeed Mr. 
Turney. 


circulation parallels 
spendable income 


Of the total spendable income in the Fort Wayne 
Area, $559,764,300, 48%. is in the city, 52% 
in the trading area. News-Sentinel circulation is 
51% in the city, 49% in the trading area. Well- 
balanced coverage. 


Home Coverage: 99% of Fort Wayne plus 438% of 
ABC Trading Area. Write for market map. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
ALLEN-KLAPP CO. ° NEW YORK---CHICAGO---DETROIT 


Chicago 


us—now—if you'd like to 
see the remarkably varied group 
of subjects which are available 
for territorial-use displays, on a 
lower-cost basis. 


328 So. Jefferson St. 


Recent su 
Displays caf 
you .. call 


% represented in principal cities * 
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Lewis Howe Nemes D-F-S 


Lewis Howe Co., St. Louis, has 
appointed Dancer-Fitzgerald- 
Sample, New York, to handle the 
advertising for Tums and NR tab- 
lets, effective Jan. 31. Roche, Wil- 
liams & Cleary, New York, for- 
merly handled the account. 


Neuhart Joins Bothwell 


Mrs. Antoinette Neuhart, for- 
merly advertising manager of 
Frank & Seder Department Store, 
Pittsburgh, has joined W. Eari 
Bothwell, Inc., Pittsburgh, as con- 
sumer merchandising specialist. 


NEW JERSEY'S FOURTH LARGEST MARKET 


NO COMPETITION 


/)” CANNOT BE SOLD 
FROM THE OUTSIDE 


You are betting on a sure thing when 


BAYONNE . There is no 
competition in Bayonne —no other 
or combination of papers 
Bayonne. Only THE BAY- 
ONNE TIMES with its 93% home 
delivery can sell Bayonne. 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


If there is anything a client 
wants, and for which he is willing 
to pay, Jerome B. Gray, senior 
partner and founder of Gray & 
Rogers, Philadelphia agency, will 


You Ought toKnow. . 


Jerome B. Gray 


man of each plans board in the 
Gray & Rogers agency is not the 
account executive, nor even any of 
the six partners. The chairman is 
the copywriter on that account. 


see that he gets it. 


In fact, that 
briefly is what 
Jerry describes as 
“depth - of-serv- 
ice”—a concept to 
which he gives 
major credit for 
tripling his agen- 
cy’s commission- 
able billings since 
1941, in addition 


to building an ex- 


tensive list of 
public relations 


and publicity clients. 
Anything that is routine seems to |The agency is 2 years old. 
rub against the grain of this “radi- 
cal” agency executive. If it is dif- 
ferent, he will probably give it a 


you place your advertising in THE try out of curiosity. 


a Jerry, who is a master copy-/rector on the account, perhaps a 
writer himself, places great stress}man from the public relations or 
on writing. His copywriters are the | publicity if and when needed, and 
king pins in his agency, especially|one or all of the partners. The 
since he came up with an idea|idea behind this radical departure 
while vacationing in 1947 which he|is to give every account the value 
characteristically put promptly in-| of collective thinking. 

to effect. His idea was to establish 
a plans board for every account, 
295 Madison Ave., M. Y. » 228 W. LaSalle St., Chicago Tegardless of size. But, the chair-|which not only took his clients 


Jerome B. Gray 


Jerry explains this move with, 
“If we have to do things differ- 
ently, we may as well do them as 
well and better than our compet- 
itors.” That is why he turned his 
executives into salesmen—pure 
and simple—with the creative 
work now done in the office. Nine 
‘times out of ten a contact man is 
not creative, he says. A good writer 
who enjoys writing and who may 
or may not have advertising 
agency experience is generally 
creative. 

“I think we matured when we 
put that idea into effect,” he said. 


= Each of the 60—count them—60 
plans boards in the agency consist 
of the chief cOpywriter on the ac- 
count, a media man, production di- 


Jerry Gray also did a somersault 
on agency procedure recently, 


by storm but also his partners. 
The agency put into effect last 
July a no-minimum policy. At the 
same time it instituted what is now 
termed a “small accounts division,” 
but which will soon be given a 
different title. 

This idea grew out of the re- 
sults of the agency’s own adver- 
tising. Prospective small accounts 


Stent strength, mail pull and 
BMB audience maps all <how 
almost exactly the same cov. 


erage. They prove that WSIX 
gives you Nashville’s 51- 
county retail trading area. In 
WSIX's 60 BMB counties 
1,321,400* people spend 
$654,888,000 yearly in re- 
tail stores alone. No wonder 
sponsors get results year after 
year with WSIX. It’s a better 
buy for you, too. 


*Projected from Sales Management May 48 


would come into the office and 
would be turned down or referred 
elsewhere. 


s “Suddenly it dawned on me that 
we were being damn fools,” says 
Gray. A hasty conference fol- 
lowed and the minimum was done 
away with. So now the agency 
accepts any size account that meets 
requirements on type of account, 
credit rating, consistency of adver- 
tising, and potential in the future. 
The agency will lose money on 
some of these smaller accounts, be- 
cause they are being handled via 
individual Gray & Rogers plan- 
ning boards and individual at- 
tention, but it will mean a great 
deal in the long run, Jerry insists. 

Jerry’s door is always open to 
any one of the 102 members of 
his staff or to men and women 
looking for jobs. His office is 
conventional enough, except for a 
plaster horse given him by his 
staff which he uses as a clothes 
rack, and a surrealistic painting 
by a free lance artist who wanted 
to kid Jerry about his swell golf 
game. 


a Jerry blames his unconvention- 
ality on the fact that he never 
worked for an agency before he 
entered the agency business. He 
had been a writer, and had wanted 
to write ever since he can remem- 
ber. At the age of 10, he wrote 
his first ad copy, got paid $1 for 
it. At 14, he went into the news- 
paper publishing business with a 
small weekly in West Chester, Pa., 
called the “North End Sun,” 
which he wrote, set, printed and 
delivered (as well as selling sub- 
scriptions and advertising) for a 
year and a half. 

Returning from World War I af- 
ter serving as a sergeant major 


in America’s first Army bombing 


squadron, and married at 19, Jer- 
ry’s business future was a blank. 
His father suggested seeing a 
friend on the old Philadelphia 
North American. The friend sug- 
gested advertising. Forthwith, 
young Jerry took an International 
Correspondence Schools ad course 
and got a diploma in 1920. 

Then began the job hunt, so 
tough that eventually he offered 
to work for one agency for noth- 
ing, just to get some experience. 
The agency turned him down. 
Three years later, the same agency 
offered him $6,000. Jerry turned 
them down. 


He (and 249 others) answered a 
newspaper ad for a copywriter 
with the American Stores Co. 
When the advertising manager 
asked him about experience, Jerry 
mentioned casually that he had 
written a sales letter that drew 
100% response. Amazed, the ad 
manager asked to see a copy of 
the letter. 

“You're holding it in your hand,” 
Jerry answered, and got the job. 

Six months later he joined a 
large printing house in Cambridge, 
Mass., and two years afterward 
returned to Philadelphia as assist- 
ant service manager of the Frank- 
lin Printing Co. He then became 
service manager and editor of the 
“Autocar Messenger” (house or- 
gan for Autocar Co., Ardmore) in 
1925. 

In October, 1927; Jerry decided 
to open a copywriting office and 
charge “fancy fees.” He took with 
him Robert Graham, now a partner 
in Gray & Rogers and its copy 
chief, as well as the “Autocar 
Messenger.” When Autocar asked 
him to take over its entire adver- 
tising account, Jerry’s “copywrit- 
ing organization” became an ad- 
vertising agency. And Autocar is 
still one of its accounts. 


ws Today, Gray & Rogers occupies 
the 18th’ floor and parts of the 
14th, 17th and 19th floors of the 
PSFS building. His agency has 10 
departments, including public re- 
lations and publicity, which are 
fairly recent additions. His pub- 
licity department is drawn from 
the late Philadelphia Record staff, 
which gave him the opportunity 
to offer publicity service: via 
practical means and not through 
copywriters. 

Jerry also believes in advertising 
his own agency, and has done it 
consistently since the firm was 
founded. Since December, 1945, 
the agency has been a consistent 
local newspaper advertiser. The 
result has been satisfactory, says 
Jerry: “It has done a remarkable 
job of raising our stature.” 


Dude Ranch Foods to Stevens 


J. G. Stevens, Inc., Hollywood, 
has been named to direct the ad- 
vertising of Dude Ranch Foods Co., 
Long Beach, Cal. Newspapers and 
television will be used. A special 
promotion will be launched for the 
Dude Ranch “Chuck Wagon,” 
packaging device featuring three 
jars of jelly at a unit price. 


for convenient 
tabulation of market data, 
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National Representative: The Katz Agency, Inc. 


5000 WATTS 980 KC ABC 


and WSIX-FM 71,000W © 97.5 MC 


that Field & Stream is First in advertising! 
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“Hip-Toped” and fitted perfectly ia snug, 
smooth Jockey Underwear! 

The “Hip-Tape,” you know, is o @pciol 
meowring method copyrighted by Coopers 
exclusively for Jockey customers. assures you 
the ful you need where you need most — 

not only oround the worst but af the 

hip and crotch, too. 

Why not see your Jockey dealer soon? Be 
—get Jockey—and get comfortable! 


The front gap opemng pro- 

tectve cradied powch, moot s0-bwige 
seams long of 
— 


HIP-TAPED—The seal is measuring him- 

self with the copyrighted Hip-Tape me- 

thod in this magazine ad from the new 

series launched by Coopers, Inc., Keno- 

sha, Wis. Henri, Hurst & McDonald, 
Chicago, is the agency. 


‘Animalated’ Ads 
to Promote Jockey 


Line in Magazines 


KENosHA, Wis.—Coopers, Inc., 
launched a new series of “animal- 
ated” ads last week as a major 
part of its 1949 campaign to pro- 
mote sales of its Jockey knit 
underwear. 

The initial ad in the new maga- 
zine series, appearing in the Jan. 
10 Life, features a line drawing of 
a whimsical bear donning a bear- 
skin, with the heading, “More men 
want Jockey longs for all-over 
warmth.” Succeeding ads picture 
a turtle putting on his shell, to 
sell the Jockey over-knee garment 
“to protect tender skin;” a seal 
measuring himself with the copy- 
righted Coopers’ Hip-Tape to as- 
sure perfect fit, and other “ani- 
malated” copy. 

Each ad urges the buyer to “Get 
the complete Jockey Underward- 
robe,” for the Coopers line now in- 
cludes the Jockey long, over-knee, 
midway, short and “Bellin” for 
dress-up wear. And “Don’t ask for 
‘knit underwear,’ ask for Jockey,” 
the logotype admonishes. “It’s a 
brand, it’s a trademark, it’s made 
by Coopers.” 


= As it has consistently for years, 
Coopers will use space in Collier’s, 
Esquire, Life and The Saturday 
Evening Post. Special ads prome@h 
ing Jockey sales to wom?"in with 
and caieren,, Yune, and Coronet 
Father's ised for special copy on 
Jockey garments. 

‘he phrase “We don’t just hope 
you sell, we help you sell” has 
been a basic merchandising phil- 
osophy of the Jockey manufac- 
turer since its introduction in 1935, 
and its underwear now is sold 
in 10,000 stores in the 48 states 
and is made by licensees in Can- 
ada, Britain, Australia, New Zeal- 
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and, Switzerland and Colombia. 
In 1936, Coopers made and pro- 
moted its first complete line of 
underwear, and the following year 
was one of the first to advertise 
in the new Life. 

In 1939, dispenser units were 
first introduced, putting the cel- 
lophane-packed Jockeys on a 
self-service basis. The now-famous 
Jockey boy appeared in 1940, the 
work of sculptor Frank Hoffman. 

Coopers not only brought a new 
idea of underwear comfort to mil- 
lins of men, says Dean Bacon, ad- 
vertising manager, “it changed 
men’s underwear departments 
from ‘nuisances’ to profit makers 
...and it proved again that a 
good product, based on a sound 
idea, properly manufactured, mer- 


chandised and advertised, can be 
of mutual benefit to the consumer, 
retailer and manufacturer.” 
Advertising of Coopers products, 
which also include hosiery, sport 
shirts and sport shorts, is handled 
by Henri, Hurst & McDonald, 
Chicago. 


\ 


Denver Adclub Elects McKim 


E. M. McKim, Western Farm 
Life, has been elected president 
of the Denver Advertising Club. 
Other officers elected include: 
Kent Thomas, Curt Freiberger & 
Co., lst vice-president; Clari Hen- 
derson, Arthur G. Rippey & Co., 
2nd vice-president; Mary Schierer, 
The Monitor, woman’s vice-pres- 
ident; Walter Schump, E. O. Shaw 
Advertising, treasurer, and Shir- 
ley Buell, executive secretary. 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue Chicago 1, Ill. DEarborn 2-5272 


World's Largest 
Boby Beef Show 


the BIG Middle West. 


OMA 


Doing BIG things in a BIG way is old stuff 
to Bill Macdonald, Farm Service Director of 
the BIG station KFAB. This month Bill Mac 
starts his 23rd year in radio farm service— 
doing more BIG things for all the folks in 


HA 


Representec by FREE & PETERS, INC. 


NEBRASKA 


General Manager, HARRY BURKE 
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Fidler's Attorneys Object 
to Teleradio Man's Comment 

To the Editor: We represent 
National Kids Day Foundation, 
Inc., a California corporation, and 
Mr. James M. Fidler of this city. 

It has been brought to the at- 
tention of our clients that in your 
publication ApverTisiInc AGE, in 
the Dec. 6, 1948 issue, under the 
caption “Teleradio Man’s Corner,” 
you published certain material 
which is regarded by our clients 
as being libelous and slanderous 
as to each of them. 

For your information, National 
Kids Day Foundation, Inc., is a 
California corporation, organized 
under the non-profit corporation 
laws of the State of California, and 
is a bona fide charitable organi- 
zation. It has so qualified with the 
United States Government Treas- 
ury Department, and the taxing 
authorities of the State of Cali- 
fornia. 

It is operating under appropri- 
ate permits from the city of Los 
Angeles in connection with the 
worthy causes which it is spon- 
soring. 

The article above referred to in 
your Dec. 6, 1948, issue holds both 
of our clients up to public hatred, 
and tends to injure Mr. Fidler in 
his trade profession and occupa- 
tion. 

The imputations in that article 


This department is a reader’s forum. Letters are welcome. 


are entirely and wholly false and 
untrue, and without any basis 
whatsoever. Particularly the ar- 
ticle implies that Mr. Fidler’s in- 
terests in the promotion of the 
worthy causes of National Kids 
Day Foundation are prompted by 
selfish and avaricious motives on 
the part of Mr. Fidler, and that 
the National Kids Day Foundation 
itself is not a bona fide charit- 
able organization. 

The reference in your article 
to “the pose of philanthropy” im- 
plies that the National Kids Day 
Foundation, Inc., pretends to be a 
charitable and philanthropic or- 
ganization, but is not one in fact. 
This is an ywntruth, inasmuch as the 
National Kids Day Foundation is, 
as above stated, a charitable and 
philanthropic organization. Your 
reference to what you designate as 
Mr. Fidler’s “own phony ap- 
proach” is a direct imputation and 
statement that Mr. Fidler’s inter- 
est in the National Kids Day 
Foundation is false and dishonest, 
and made in bad faith. This is 
likewise totally false and untrue. 
The imputations in the last two 
sentences of your article are also 
directly to the effect that Mr. 
Fidler is dishonest in his an- 
nounced interest in the charitable 
organization involved, and this 
imputation is likewise false and 
untrue. 

You may regard this as a for- 


Prom Pint Page. 
of $19.90 por 


Hit AlL Time High 


On. Detense 


In LOUISVILLE 


a metropolitan city area 


mal demand for a retraction of 
the entire content of the article, 
insofar as it imputes any bad 
faith on the part of either of our 
clients, or dishonesty in the me- 
thod of the operation of the work- 
ings of National Kids Day Foun- 
dation, Inc. The retraction in ques- 
tion must be made forthwith, and 
must be given as full prominence 
as the article itself. 

How such an article could be 
published by you is beyond our 
comprehension, in view of the 
fact that many persons of promi- 
nence are interested in the wel- 
fare of the National Kids Day 
Foundation, Inc., and have spent 
much of their time, effort and 
money into the worthy purposes 
which it represents. The same 
holds true for the members of 
the board of directors of the 
corporation, who have devoted 
much of their time and effort 
without salary or other compen- 
sation or reimbursement of any 
expenses that they may have in- 
curred to date. Your article has 
done much to damage the worthy 
purposes ofthe National Kids Day 
Foundation, and has injured Mr. 
Fidler personally. 

We await an immediate re- 
sponse from you to the effect that 
you acknowledge the incorrect- 
ness of your publication and proof 
that the retraction has been made 
in accordance with the demands 
above contained. As to whether or 
not suit will be filed in connection 
with your article, a decision will 
be made in due course. 

E. AARON, 
‘Zagon, Aaron and Sandler, 

Los Angeles. 


AA, always glad to present all 
sides of any question, is delighted 
to publish Mr. Aaron’s comments. 

We disagree with him com- 
pletely, however, 
assertions of libel or slander are 
concerned. Nowhere in the Tele- 
radio Man’s comment was there 
the slightest intimation that Na- 
tional Kids Day Foundation, Inc., 
is not a perfectly bona fide chari- 
table organization, nor is there 
any intimation whatever that the 
promotion of this charitable en- 
terprise by Mr. Fidler will not 
be handled properly from the fi- 
nancial or. charitable standpoints. 

The Teleradio Man concerned 
himself solely with the propriety 
of such an operation and its pos- 
sible effects upon the radio med- 
ium—a perfectly legitimate field 
for discussion by a columnist in 
AA, just as Mr. Fidler’s comments 


as far as his; 
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COMICS, 1902—This ad for Pflueger’s tackle, in a 1902 issue of Sporting Goods of 

~~ Dealer, shows that comic strip copy is far from a new wrinkle. tai 

earlier is shown in the fact that 7 tis 

they ran for many issues. me that there was some confusion. - im 

Many of these sell a point even |! was then a vice-president of the e cle 

better than the highly developed |society [Public Relations’ Society tie 

panel strips in today’s comic sec-|of America] but I did not advance lay 

tions. the phrases quoted with regard to fee 

It goes to show us young whip-| areas of agreement. lat 

persnappers that advertising ideas| It seemed to me that the public ag 

are not really new—it’s how you! relations field was not yet ready thi 

develop and improve the old ones.| to lay down a code of ethics and an 

Virert Cory, operating practice and I enclose a ces 

Charles C. Spink & Son, St. |copy of my remarks before the un 

Louis. committee on professional stan- la 

nae dards. There was no recommenda- me 

tion of a code at this time but a vie 

‘Must Advertise,’ Answer question was asked by some mem- 

to ‘Professional’ Problem ber which could be phrased as am 

To the Editor: An editorial in| “Should public relations counsel fes 

your excellent publication (AA,| be permitted to advertise?” sul 

Nov. 29) was noted by several of| My own answer to that is that see 

our members. It had the heading | they most definitely should and, in far 

“That Professional Bugaboo,|fact, must advertise in one way thi 

Again.” or another if they are to survive. ] 

In the approach to the subject,| There are different means of ad- ne! 

I am sure that what you were ask-|vertising just as there are differ- evi 

ing for was a practical and earthy|ent ways of selling but it would fac 

approach to the job. be hypocritical to pretend that so 

But in basing your editorial on a|mew business was not in the ore 
report of the meeting, it seems to 


thoughts of practically everyone in * 


of over 500,000 


Look to Louisville... 


In point of manufacturing 
employment the U. S. Census 
Bureau has long shown that 
Louisville leads all cities south 
of the Ohio and Potomac 
Rivers. 


Che Comrier-Zonrnal 
LOUISVILLE TIMES 


335,585 DAILY @ 268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


on movie personalities and events 
wre presumably legitimate fields 
of discussion hy a movie colum- 
nist. 
| 

‘Celebrator,’ He Insists 

To the Editor: I agree whole- 
heartedly with the Ad-libber’s 
sarcastic bit about association 
Christmas. parties, BUT a “cel- 
ebrant” is a person officiating at 
‘1a religious rite. What you meant, 
I trust, was “celebrator.” 

JOHN ECKELS, . 
Perry-Brown, Inc., Cincinnati. 


Funk & Wagnalls defines cel- 
ebrant as “one who celebrates, 
especially the officiating priest, as 
at the eucharist.” 

ge 


1902 Ads Show Comics 
Are Old Device 

To the Editor: In researching 
through 600 volumes for the 50th 
anniversary of The Sporting Goods 
Dealer in March, I was struck by 
the fact that the cartoon panel 
idea id one of the oldest in adver- 
tising 

The fact that the attached ad- 
vertsements were highly effective 
in 2 trade magazine in 1902 and 
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Business activity in Sioux Falls con- or 
tinues to progress at a rate faster than ™ 
the national average. While many cities tir 
are showing decreases, Sioux Falls’ rs 
1948 business volume of $899,000,000 ee 
exceeds the 1947 total by 16% and is { ter 
-4% limes the 1939 volume.* 
Sioux Falls is the retati and wholesale trading rs 
center of a rich agricultural area in eastern i no 
South Dakota, southwestern Minnesota and wh 
northwestern Iowa. This entire area is cov- cal 
ered intensively by one medium—The Daily 7 
Argus-Leader. Circulation over 50,000 daily ba 
and ‘Sunday. 77% family coverage of ABC ito 
trading zone. “eg les 
*Kerlin Research Institute analysis ve 
THE DAILY ARGUS-LEADER .|  .. 
SIOUX FALLS, SOUTH DAKOTA ™ 
South Dakota's Leading Newspaper ma 
Represented Nationally by GILMAN, NICOLL & RUTHMAN " me 
New York * Chicago * Philadelphia * Boston * San Francisco * Los Angeles ny 

in 
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the advertising and public rela- 
tions field. 

I myself own a recognized agency 
and came into public relations 
work via successful idea advertis- 
ing for clients. I enclose a pam- 
phlet on institutional adver- 
tising written several years ago. 

I do not speak officially for the 
society on this matter but I can 
tell you it is my belief that a 
majority of the substantial pub- 
lic relations folk, whether directors 
or counsel, take this viewpoint. 

In a book called “Careers in 
Public Relations, the New Profes- 
sion,” Dutton, 1943, now out of 
print, I pointed out that many 
public relations jobs had been car- 
ried through by advertising almost 
single handed. 

As to the professional aspects 
of public relations work, it is cer- 
tainly true that like much adver- 
tising, it has strong professional 
implications which in some phases 
closely approach the responsibili- 
ties of the counsel in engineering, 
law or even medicine. I strongly 
feel, however, that for public re- 
lations people to take a stand 
against advertising or to imply 
that advertising is not an essential 
and vital part of the business pro- 
cess would be inconsistent and 
unreasonable and, in point of fact, 
I am sure that the majority of our 
membership entertain no such 
view. 

I particularly appreciated your 
amusing comment on other pro- 
fessional men who, as the editorial 
suggested, deplore advertising but 
seek publicity, since we are all 
familiar with extreme examples of 
this. 

Public relations work is a part- 
ner of thoughtful advertising at 
every stage of the game and in 
fact the thinking which makes it 
so is often of precisely the same 
order. 

AVERELL BROUGHTON, 

President, Public Relations So- 

ciety of America, New York. 


AA is delighted to have Mr. 
Broughton’s viewpoint on adver- 
tising as a consideration of “pro- 
fessionalism.” We sincerely hope 
that a majority of the members of 
the society—if not all of them— 
share Mr. Broughton’s views. 


Concurs with Editorial 
About Pre-Banquet ‘Cheer’ 

To the Editor: Your lead. edi- 
torial in the issue of Dec. 20, con- 
cerning my son Henry Hough and 
his editorial in a recent issue of 


the Oil Reporter, strikes home to|’ 


me. I would like very much to 
have a dozen copies of that issue, 
or at least of the editorial in ques- 
tion, some of them for son Henry. 

Being recently resigned (re- 
tired) as executive manager of the 
New York Credit Men’s Associa- 
tion, I wholeheartedly endorse 
your comment about the noisy in- 
terference with speakers at ban- 
quets. Annually I put on a ban- 
quet with around 2,000 present 
and it was my most serious prob- 
lem to combat the thoughtless 
noise arising from the _ tables 
where the effects of too much so- 
called “good cheer” were carried 
over from the pre-banquet, pri- 
vate party gatherings. 

I hope and believe that your ed- 
itorial on this subject will tend to 
lessen this annoyance with good 
business procedure. 

RayMoNnD HouGH Snr., 
Denver, Colo. 


Carstairs’ Adman Gets 
Another Stern Rebuke 


To the Editor: Speaking bluntly, 
may I say that nothing I’ve seen 
in the trade press recently has left 
me quite so bilious as the Car- 
stairs’ series, “A Day in the Life 
of an Ad Man” currently running 
in AA [and other publications]. 


The cartoon characters swill the 
whisky, but I suffer the hang- 
overs! 

What a life we lead in our own 
ads! Consider the Carstairs’ ver- 
sion of a “typical” account exec- 
utive. To the office at the crack 
of ten, there to dally over some 
scintillating advertising news, feet 
on desk. Then a quick call to the 
mutton-headed client to check on 
the state of the client’s ulcers and 
the a. e.’s commissions. But a 
crisis threatens. Client has de- 
cided to cut appropriations by a 
third. Undaunted, our a. e. enters 
the fray, Carstairs’ bottle lifted, 
cocktail glasses strapped to his 
charger’s steaming sides. Client is 
plied with Carstairs, and, slipping 
into a kind of boozy hypnosis, rec- 
ognizes the a. e. as “a man who 
cares.” The a. e., still shaky, retires 
to the agency to be chewed out by 
his boss and to deaden the pain 
with phenobarbital. Joining the 


joust once more, he makes a sec- 
ond dash to the client where, just 
as Carstairs knew all the time, the 
latter has mellowed considerably. 
A. e. kisses the client’s generous 
hand amid visions of hearts and 
dollar signs and it is obvious that 
he is a man who cares...for a 
buck. And finally the happy end- 
ing as the a. e., his commissions 
intact, loads up on a few more 
Carstairs’ cocktails and, dopey as 
a lotus-eater, picks up three bot- 
tles of the magic elixir on the way 
home—for emergency use in case 
the client sobers up. . 

Recalling the screams of pain 
which emanate from agencies fol- 
lowing every movie in which 
Clark Gable, sincere ad man, dan- 
dles Lana Turner, statuesque sec- 
retary, while inebriated client 
signs checks—one wonders just 
who is undermining whom. Are 
we supposed to have honest bus- 
iness standards in this business 


or aren’t we? And if we are, what. 
are we doing to tolerate this kind 
of slush in our own press? In short 
—are we “men who care”? And if 
so—for what? 
Louis SIDRAN, 
Western Advertising Agency, 
Racine, Wis. 


Editor’s Note: For a not too dis- 
similar reaction, Mr. Sidran is re- 
ferred to The Creative Man’s 
Corner in the Nov. 15 issue of AA. 
One might assume, however, that 


the Carstairs copy is not meant to 
be taken literally. 


JAMES D. 
WOOLF 


Idea Consultant 
Write or wire for confiden- 
tial interview either at your 

or at mine in Santa 
Fe, N. M. 


Cyitago 


mefende 


AN EXCESS OF 200,000 
ABC MEMBERSHIP 


Gives you a hetter value, dollar 
for dollar, than any other medium 
in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


National Representatives . . . O'Mara & Ormsbee, Inc. 
° New York * Los Angeles * Detroit * Chicage * Sen Francisco 
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Sacramento 4 Calif. 


lhe California without the 


HAT you're looking for is buying power. And there's 
W more of that in this one part of California than in 
all of Connecticut . . . or Kansas . . . or Maryland. In 
fact, no one of 26 States can match the Valley's buying 
power. And only five U. S. cities top it in total annual 


retail sales.* 


independent market. So schedule 


But to reach this buying power you need to advertise 
inside the Billion Dollar Valley. Because it’s an inland, 


papers—The Sacramento Bee, The Fresno Bee and The 
Modesto Bee. With those three McClatchy newspapers 
you reach far more Valley people than with any other 
combination of newspapers—local or West Coast. 


* Sales Mandgement’s 1948 Copyrighted Survey 
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Two Assistants 
Get Phil Klein's 
Agency, Clients 


Long Trained for Job, 
Koshland and Ringold 
Get Philadelphia Agency 


PHILADELPHIA—Two faithful as- 
sistants in the Philip Klein Ad- 
s vertising Agency here were re- 
warded on Jan. 3 when Phil 
Klein, president and founder of 

L one of this city’s 
bigger agencies, 
literally turned 
the agency and 
all 60 clients over 
to them and re- 
tired from ac- 
tive leadership. 

As a result, the 
agency has be- 
come Philip 
Klein Advertis- 
ing, Inc., with 
Morton Koshland 
and Herbert Ringold as presi- 
dent and vice-president, respect- 
tively. Mr. Klein, one of the 
Quaker City’s most colorful civic 
leaders and a great philanthropist 
at the ripe age of 42, becomes 
chairman of the board of direc- 
tors. The latter will continue ac- 
tive in the agency, but the prin- 
cipal stockholders will-be the two 
new officers. 

Mr. Koshland, who is only 35, 
joined the firm in 1936 as an ac- 
count executive. Mr. Ringold at 
33 became a member of the firm 
in 1937 as a copywriter and later 
was made radio director. 


Philip Klein 


s Edward Felbin, another account 
executive, replaced Mr. Ringold 
as radio director. 

Incorporation of what has been 
one of the most successful one- 
man agencies in the city since 
1930 became effective last Monday. 
At that time, Mr. Klein gave up 
his executive offices and an- 
nounced he intended devoting 
more of his time to the multiple 
civic and philanthropic activities 
he has engaged in for nearly two 
decades. He also plans to visit 
Palestine this year. 

Mr. Klein announced his inten- 
tion of retiring to the background 
of agency work more than two 
years ago. He began training his 
two assistants to handle the exec- 
utive work of the company at 
that time. 

Only a brief note was released 
by the new officers on the change. 
The reorganization of the agency 


If it’s fine detail 
you demand... 


then try 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


became effective upon the 19th 
anniversary of the firm. Mr Kosh- 
land and Mr. Ringold literally 
tossed coins to decide who was to 
be president and vice-president. 
Next year the positions automati- 
cally will be reversed, and thus 
they will alternate, since both men 
have an equal interest in the com- 
pany. 

Mr. Klein launched the business 
alone in 1930, with the Benjamin 
Franklin Hotel and the Buten’s 
Paint accounts. He still has the 
Buten’s account. 

The 18 employes of the firm will 
continue in their present positions, 
Mr. Ringold announced. Henry 
Klein, brother of Philip and as- 
sistant to him until the end of the 
year, resigned to take a greater 
interest in the weekly Philadelphia 
Times, of which he is executive 
editor. 


= Among the accounts now in the 
agency are: 7-Up of Philadelphia, 
Baltimore and Wilmington; Atlas 
Import & Export Co.; U. S. Home 
Improvement Co.; Frankford Gro- 
cers Association; Jacquin Li- 


queurs; Penn-Jersey Auto Stores; 
Charter Bank of Philadelphia; 
American Friends Service Com- 
mittee; Bergman Knitting Mills; 
Crescent Nut & Chocolate Co.; 
National Mental Health Founda- 
tion; Penn State Cigar Co.; Olivo 
Co.; Rose Neckwear; Alexander 
Young Distilling Co., Stonehard 
Co. and others. 

Philip has been in the advertis- 
ing business since 1925. Prior to 
that he had been a reporter for 
the Inquirer. His start in the agency 
business came. as a male steno- 
grapher. When he finally opened 
his own agency, fate nearly des- 
troyed the venture. Three days 
after he got the Benjamin Frank- 
lin Hotel account, the man who 
gave him the account died. He 
managed to retain it for some time, 
however. Shortly afterwards the 
financial crash came, but he man- 
aged to keep his head above water. 


a His interest in civic affairs 
started early in his career. Today 
he is active on the Committee of 
70, a member of the board of the 
Center City Residents Association, 


the Port of Philadelphia Mari- 
time Society, the English Speak- 
ing Union and the Pen and Pencil 
Club; secretary of the Philadelphia 
Museum Council; secretary of the 
Junto, adult school founded by 
Benjamin Franklin; and member 
of the Poor Richard Club, Golden 
Slipper Square Club and Phila- 
delphia Art Alliance. 

During the war, in which he 
served in the Merchant Marine, 
he volunteered his agency to head 
local publicity activities for United 
China Relief, Russian War Relief 
and the United Seamen’s Service. 
He is often called upon by the 


mayor of Philadelphia to head, 


sponsored events. 


Long Appoints McCarty 


The Pittsburgh office of Mc- 
Carty Co. has been appointed to 
direct the advertising and sales 
promotion of Long Super Mine 
Car Co., Fayetteville, W. Va., man- 
ufacturer of room and face chain 
conveyors for use in underground 
coal mining operations. Business 
mone and direct mail will be 
used. 


NBPA Elects Otis Swift 
Managing Director 


Otis P. Swift, former assistant 
to the president of Time, Inc., and 
consultant to Curtis Publishing 
Co., Philadelphia, 
has been ap- 
pointed managing 
director of the 
National Business 


Papers Associa- 
tion. 

World 
War II Mr. Swift 


served as special 
representative of 
Director General 
of the nite On 
States Relief and 
Rehabilitation Administration. 
Earlier he organized and directed 
the Yale University-Life magazine 
conference on new house building 
technologies. 


American-Standard Ups Lear 


Robert W. Lear, on the adver- 
tising and sales promotion staff 
of American Radiator & Standard 
Sanitary Corp., Pittsburgh, has 
been named assistant manager of 
advertising and sales promotion. 
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GREAT BRITAIN 


6£, 18 shillings weekly— FRANCE 
$1404 per year 16,000 francs— 
$1500 per year 


SWEDEN 
$37.50 weekly— 
$1950 per year 


What makes the engine run? 


If you were working up a world trade 
in blue denims, red bandannas, life annuities 
and Hamilton watches . . . you’d think of the 
locomotive engineers as likely prospects. 
And order a report on Engineers, Locomotive 
Economic Status of . .. Hm’m! 

Scratch Sindu Ghar, of India, whose $468 
a year keep his family snug in two rooms, 
but slightly underweight on two bread-and- 
vegetable meals per day. 

Not much in Mo Mohammed, of Egypt, 
who makes do with only one wife and five 
children, praise Allah!, on $960 per annum. 

‘Ere’s Mr.’ Arry ’Erbert, of Lunnon, topline 
driver, who drors sixpun eyeteen shillin’ a 
week, which’d be $27 in the States. But pays a 
perishin’ $8 Normal Tax, a bloody orful Extra 
50% on overtime, two days wyges for a pair of 
boots, four shillin’ sixpence for a pack of fags! 


Locomotive engineers are lean pickings 
until you come to the US entry ... K. C. 
Jones, who directs a Diesel for the Central 
for more than $7,000 a year, owns a seven 
room suburban house and a 1947 Packard! 

As a financial wizard, you catch quick: 

a) lumping locomotive engineers together 
may make statistics, but not much sense. 


Data source: The New York Times, 12-26-46 


There’s not a customer in a carload of choo- 
choo chauffeurs from most countries. 

b) location has a lot to do with customer 
potential. Since the USA has the most miles 
of trackage, most stuff to move . . . Jonesy 
can jockey more ton-and-passenger miles at 
the lowest cost—and highest pay! 


A bona fide financial wizard doesn’t beat 
bushes, finds the brass tracks fast; and thinks 
simple—but big! Not like advertisers who get 
sidetracked by statistics, confuse figures with 
farmers for instance . . . or figure a farmer is 
anybody who subscribes to a farm publication! 

All God’s chillun can’t make a go of 
farming by will power, hard work, free seeds 
from Congressmen or correspondence courses. 
US farmers are as diverse as the locomotive 
engineers of the world, varied as shoe stand 
proprietors and corporation presidents! And 
farm magazine national circulation is no better 
than the farmers it includes! 

Profitable farming is focused in the most 
favorable location...the Great Central Valley, 
the Heart States which happen to have the 
deepest soil deposits, adequate water, balanced 
seasons ... and produce approximately three 
fourths of the national total of grains and 


24 


= 3s 


| ar 
| a 
tic 
N 
| 
= 
A te 
t = 
\ 
q 
EGYPT 
206 monthly— 
‘ 
SPAIN 
10,000 pesetas— 
$700 per year 
W 
rem 
130 rupees monthly— } 
$468 per year 


int 
nd 
ng 


Bakers’ Trade Unit 


Approves $500,000 
Campaign for 1949 


Cuicaco—To help step up the 

sales of enriched bread and other 
bakery products, the nation’s 
bakers will spend more than 
$500,000 this year on an expanded 
consumer and trade advertising 
campaign. 
" The program was announced 
by Walter Hopkins, director, fol- 
lowing a meeting of the American 
Bakers Association’s program 
committee, which okayed advertis- 
ing, public relations, merchandis- 
ing and consumer education 
phases of the *49 campaign. The 
over-all campaign, calling for 
$750,000 this year and double that 
amount in 1950, 51 and ’52, was 
approved at the bakers’ conven- 
tion here last November (AA, 
Nov. 15). 

The °49 schedule calls for 
monthly four-color ads in Life 
and an every-other-month ad in 


Ladies’ Home Journal and McCall’s. 
In addition, the industry will 
begin advertising to two important 
opinion-forming fields, with spe- 
cially-developed ads in Scholastic 
Magazines each month, February 
through May and September 
through November; and four ads 
in Practical Home Economics and 
What’s New in Home Economics, 
offering teachers a new line of 
training aids being developed by 
the American Institute of Baking. 

The association also plans a 
six-time series of ads in Food 
Topics and Progressive Grocer. 

Foote, Cone & Belding handles 
the account. 


Scharetg Named A. M. 

Edward O. Scharetg has been 
named advertising manager of 
Fireman’s Fund Insurance Co., 
San Francisco, and its affiliated 
companies. He joined Fireman’s 
Fund in 1947. 


Brightman Opens New Office 

Julian Brightman Co., Boston 
agency, has opened new offices at 
702 Beacon St., Kenmore Sq,., 
Boston 15. 


NIAA Sets Panel 
to Investigate 
CCA-ABC Situation 


New YorkK—The composition of 
a committee to formulate the 
viewpoint of industrial users of 
reports of the Audit Bureau of Cir- 
culations and Controlled Circula- 
tion Audit was revealed last week 
by National Industrial Advertisers 
Association. 

Headed by Harold A. Wilt, dir- 
ector, trade and technical media 
division, J. Walter Thompson Co., 
the committee’s members are Jo- 
seph N. McDonald, manager, ad- 
vertising department, Anaconda 
Copper Mining Co.; E. L. Grauel, 
media department, Eastman Ko- 
dak Co.; Alfred M. Street, in 
charge of advertising for Jenkins 
Bros., and Fred Barrett, vice-pres- 
ident and media director, Batten, 
Barton, Durstine & Osborn. 

Bernard Dolan, an NIAA vice- 
president and sales promotion 
manager of Peter A. Frasse, is an 
ex-officio member. 


The group will hold its first 
meeting Jan. 12, and the NIAA 
board of directors will meet to 
consider the committee’s findings 
at a New York meeting on Feb. 14. 
Frank L. Avery, managing direc- 
tor of CCA, and William F. Hoff- 
man, assistant managing director 
of ABC, will attend the Jan. 12 
meeting as advisers to the commit- 
tee. 


WERC and WCTS Name Seech 


Dick Seech, formerly farm radio 
editor of the Agricultural Exten- 
sion Service of Ohio State Uni- 
versity, has been appointed farm 
director of Stations WKRC and 
WCTS, Cincinnati. Mr. Seech will 
broadcast over WKRC Monday 
through Saturday, 6-7 a.m. He 
will broadcast a similar program 
to FM listeners over. WCTS at a 
time to be announced later. 


William Lang Named V. P. 


William A. Lang, director of 
public relations of the Rochester 
Transit Corp., Rochester, N. Y., has 
been elected vice-president of the 
company. He will continue to di- 
rect public relations. 


MEXICO 
$40 to $70 weekly— 
$3640 per year 


livestock. Here are the country’s best farms, 
with the highest investment, most machinery, 
largest crops and cash incomes... 56% of 
the top half farms (which get some 90% of 
all farm revenue). 

Here in the Heart States is concentrated 
SuccessFuL FarMinc circulation—more than 
a million of its 1,200,000 total. These Heart 


States farm subscribers average more than 


twice the automotive units, four times as many 
tractors and milk cows as farmers in other 
states ... 57% of the top quarter, 27% of 
the second quarter of all US farms... and 
around $10,000 average incomes—$4,000 
better than the national farm average! 


One of the choicest class markets in the 
world today ... spending billions for farm 
machinery and equipment -. . home building, 
furnishings, education and better recreation... 
SuccessFuL Farmina. subscribers are not 
overlapped by general media—available only 
through this medium! 

No national advertising effort is really 
national if it misses this top farm purchasing 
power!...Get the details from any SF office... 
Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles! 


UNITED STATES 
$600 to $650 monthly— 
$7000 per yoar 


UCCESSFUL 


FARMING 


.--OR ANY ONE 


Although fine engraving is mainly 
responsible for its enviable reputa- 
tion, G. R. Grubb & Co. (estab- 
lished 1909) is fully staffed to give 
top service in all types of photog- 
raphy, retouching, creative design 
and finished art as typified above. 
Customers... using any or all, as 
needs demand. . . are highly com- 
plimentary. You, too, can benefit 
from this complete service. Why 
not write or call for full details? 


G.R.GRUBB &CO, 


ENGRAVERS 
Artists - Photographers 


CHAMPAIGN, ILLINOIS 
PHONE 5209 
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Mor and more automotive 
advertisers are finding that Sports Afield’s 
famous Spend-o-crat* market represents 

the most responsive audience of men 


>| available today. 
A.C. Spark Plug Hastings Mfg. Co. 
4 The Casite Corp. Indian Motocycle Co. 
Plug Nash-Kelvinator Corp. 
Electric Storage Battery Co. | Quaker State Oil Refining Corp. 

General Motors Corp. (Motor and Marine Oil Division) 

| (Pontiac Motor Division) 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, 
but actually drive them 36% farther. To sell 
automobiles ...sell Spend-o-crats. 


A 


Weekly Newspaper 
National Volume 
Hits $12,300,000 


New York—National advertis- 
ers bought $12,300,000 of space in 
weekly newspapers of the United 
States in 1948, Charles Emde, 
vice-president of American Press 
Association, told the annual APA 
representative meeting here -re- 
cently. 

This figure represented an in- 
crease of 14% from the national 
advertisers’ expenditure of $10,- 
800,000 in these publications in 
1947. 

Mr. Emde called the weeklies 
“the most undeveloped” in sales 
opportunities of all American ad- 


vertising media. 

Since September, 1948, 600 
weeklies have signed contracts 
with the APA as their advertising 
representative, bringing the APA 
total to 4,000. 

A spring conference of weekly 
newspaper publishers will be held 
at Hotel Commodore, New York, 
April 15 and 16. 


‘Courant Names Morgan 

Belden Morgan, advertising pro- 
motion manager of the Courant, 
Hartford, Conn., has been named 
to the newly created position of 
promotion director. 


Enders Moves Branch Oftice 
Robert J. Enders Advertising, 

Washington, has moved its Phila- 

delphia branch to larger quarters 


at 1420 Walnut St. 


Drops Agency: Goes Direct 

Advertising of Consolidated 
Dairy Products Co., Seattle, for- 
merly handled by Garfield & 
Guild, San Francisco, is now being 
placed direct. The company dis- 
tributes Dairy Gold evaporated 
milk in the Pacific Northwest, 
Alaska, Hawaii and the Philip- 
pines. It also distributes Dairy 
Gold butter in some markets of 
Washington state. Judd Hubbard 
is advertising director. 


Two Canadian Papers Merge 


The Herald and Chronicle, Hali- 
fax, N. S., have merged and will 
be known as the Halifax Chron- 
icle-Herald. The announcement 
from the morning newspapers 
made no mention of the two 
afternoon papers, the Halifax Mail, 


affiliated with the Herald, and the 
Star, affiliated with the Chronicle. 


bills were recorded, mostly “house- 


bills, oleo tax repealers, housing 
plans and an impressive number 


Congress Starts Slowly, 
Despite Pro-Truman Majorities 
WASHINGTON—The new Congress 
is off to a slow, deliberate start. 
On the Senate side, opening day 
closed without a single legislative 
proposal. In the House, about 600 


keeping” matters, except for a 
heavy sprinkling of civil rights 
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People’s Meeting Place (Washington, D. 


The Star carries more classified ads than the 3 other Washington 
papers combined. It is the people’s meeting place, bringing 
together buyers and sellers. National advertisers who follow 
this lead capitalize on a dependable Washington habit. 


Represented nationally by DAN A. 
CARROLL, 110 E. 42nd St., NYC 17; 


THE JoHN E. Lutz.Co., Tribune 
MEMBER: Bu- 


Tower, Chicago 11. 
reau of Advertising ANPA, 


politan Group, American Newspaper 


Advertising Network, Inc. 


Metro- 


The Washington Star 


Evening and Sunday Morning Editions 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 


By STANLEY E. COHEN, Washington Editor. 


of bills modifying or repealing ex- 
cise taxes on transportation, cos- 
metics, luggage and other items. 

Having stripped the rules com- 
mittee of its enormous “bottle- 
necking” power, House..Demodcrats 
are taking 10 days to two weeks 
working out the committee assign- 


that the old-timers and the 116 
newcomers are shuffled in a man- 
ner which will assure pro-Truman 
majorities on the committees which 
will handle labor, social security, 
housing, civil rights and other 
“platform” issues. . 

In all probability, committees 
will not be organized to grind out 
the administration program until 
early next month. Rent control 
and housing are among the sub- 
jects likely to get early attention. 
With living costs moving down- 
ward, Congress becomes less en- 
thusiastic about price controls, 
even the “stand-by” variety. There 
seems to be little doubt that credit 
controls .will be retained. 


Publishers interested in learn- 
ing what a “burden” they are to 
the Post Office Department can at 
last get the whole “sordid” story 
from the Superintendent of Docu- 
ments, Washington 25, D. C., fora 
mere 25¢. 

Prepared by Charles A. Heiss, 
former comptroller of AT&T, “Re- 
port on Second Class Mail” discov- 
ers that publishers imposed an “in- 
direct tax” of $1,450,000,000 on 
first class mail and taxpayers over 
a 16-year period. Since rate mak- 
ing involves more than mere cost 
accounting measurements, the re- 
port was never made public except 
for an ample coverage of it in Ap- 
ERTISING AGE March 31, 1947. Now, 
with Postmaster General Donald- 
son preparing an all-out offen- 
sive to raise second class rates, it 
is conveniently “declassified.” 


As the old Congress expires, Rep. 
W. Kingsland Macy (R., N. Y.), 
who has investigated gouging in 
the auto industry, told of car build- 
ers who say legal considerations 
prevent them from. effectively 
policing their dealers. “While they 
have sought to soothe the public 
and build good will by announcing 
their policies relating to distri- 
bution and sale of automobiles, 
most companies have made very 
little effort to see that these poli- 
cies are put into practice,” he said. 
“The public has long since rec- 
ognized that in many instances 
such pledges are not worth the 
paper on which they are written, 
and, from the complaints we have 
received, it appears that the pub- 
lic is becoming more than an- 
noyed at being treated like child- 
ren in the matter.” Macy says he 
knows of no federal law, regula- 
tion or decision which forces auto- 
mobile manufacturers to renew 
the franchises of any dealer whose 
sales practices injure the reputa- 
tion and good will of the manu- 
facturer and bring his product into 
public disrepute. 


National Association of Broad- 
casters says the forthcoming pay 
hike for top federal officials ought 
to provide $22,500 for Federal 
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Communications Commissioners. 
The Senate civil service commis- 
sion wants to jump FCC members 
to $17,500, but NAB says their 
job “of guiding and developing an 
adequate nationwide system of 
sound broadcasting and television 
is so essential to the economic and 
cultural welfare of the American 
people, we strongly advocate, at 
the very least, salary levels for 
FCC commissioners equal to those 
proposed for such groups as the 
Council of Economic Advisers, the 
Atomic Energy Commission, the 
Federal Reserve Board and others.” 
At the same time NAB was de- 
scribing the heavy responsibilities 
which fall on FCC, Rep. Forest 
Harness (R., Ind.) wound up his 
investigation of the commission 
and retired from Congress with a 
report asserting that FCC “offers 
an example of the danger of merg- 
ing the legislative, executive and 
judicial branches of our govern- 
ment” and of “the usurpation of 
the judicial powers.” There is little 
sentiment for more “investigating” 
along Harness lines. 
aes 
“Special Days, Weeks and 
Months of 1949”—listing dates of 
special promotions and celebra- 
tions of interest to business—may 
be obtained from Commerce De- 
partment, Washington 25, D. C., 
or Commerce field offices for 10¢ 
a copy. 
gee 
Newsprint will be tight—if not 
short—during 1949 and into 1950, 
according to the final report of the 
newsprint committee of the 80th 
Congress, headed by Rep. Clarence 
Brown (R., O.). Heavier imports 
are in sight from Europe, but in- 
creased competition in retail trades 
may increase the need for paper, 
the report says. At this writing, it 
is doubtful that the House will cre- 
ate a committee to continue as 
“watchdog” over the newsprint 
problems. 
gee 


Postmasters have been advised 
that newspapers violate the lottery 
laws when they print coupons of- 
fering readers an opportunity to 
submit guesses on weekend sport 
results. According to postal lot- 
tery expert Sol Mindel, the pur- 
chase of the newspaper in order 
to obtain the coupon constitutes 
sufficient “consideration” to jus- 
tify barring the publication from 
the mail. The department assumes 
that correct scores can be predicted 
only by “chance”, a second ele- 
ment involved in lotteries. 


Doorty Joins Newspaper Net 


John G. Doorty, formerly gen- 
eral manager of Affiliated Fea- 
tures, Inc., has joined the eastern 
sales staff of American Newspaper 
Advertising Network. 
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Industrial Marketing’s 
INDUSTRIAL MARKET DATA BOOK 


‘Hopewell News’ Daily 

The News, Hopewell, Va., for 
many years the largest semi- 
weekly newspaper in Virginia, has 
become an afternoon daily, pub- 
lished Monday through Friday. A. 
(Gus) Robbins Jr. is editor and 
publisher. The paper will be rep- 
resented in the national field by 
DeLisser, Inc., New York. 


Hall Agency Names 2 V.P.s 


Kenneth G. Niblack, account ex- 
ecutive, and Lyman E. Jordan, 
head of the new business develop- 
ment department, have been 
named vice-presidents of Melvin 
F. Hall Advertising Agency, Buf- 
falo. William B. Swann, account 
executive, has been elected a di- 
rector. 


Rand McNally Buys Conkey 


Rand McNally & Co., Chicago 
publisher, map-maker and printer, 
has purchased W. B. Conkey Co., 
Hammond, Ind. The Conkey plant 
will continue its book and catalog 
production for publishers and 
manufacturers. 


TRIED AND TRUE © 


You can pick up reliable information about your product 
in “Test Town, U.S.A” This market possesses a great record 
of successful test campaigns. It’s been tried and found true 


by hundreds of advertisers and public opinion pollsters. 
To get the whole story of the South Bend market, write 
for our free market data book entitled “Test Town, U.S.A.” 


Soulh # 


SOUTH BEND, 
IND, 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


‘Dallas 


The Dallas News 


Wagon wheels and horses’ feet made the trails. Super- 


highways, steel rails and airfields followed. 


Dallas is still the travel center, the transfer point for the 


people of Texas’ No. 1 market area, 1,600,000 of them. 


These people who are traveling into and out of Dallas 
are YOUR customers too—same as those who live here. 


Don’t ignore them. You can reach them—for at home 


they read The Dallas News! 


CRESMER a WOODWARD, INC., Representatives. New York, Chicago, Detroit, Son Francisco, Los Angeles. 


Morning 


Sell the readers 
of The News and 
you have sold the 
Dollas Market. 


RADIO STATIONS WFAA AND WEAA fu 
THE TEXAS ALMANAC 


Member, American Newspoper Advertising Network 
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Major Networks’ 
ime Billings Gain 
Slightly over 1947 


New York—Gross time sales 
or all four major radio networks 
ere up slightly last year, prelim- 
nary estimates show. 

American Broadcasting Co. re- 
poris billings of approximately 
644,301,754 for 1948, compared 
ith $43,548,057 in 1947, a rise of 
mess than 2%. ABC gained 7.2% in 

1947. 
Down 1.4% in 1947, Columbia 
Broadcasting System expects 
1948’s figure to show a gain of 
about 5% over 1947’s $59,250,964. 

Mutual Broadcasting System 
billed approximately $23,500,000 
during the year just ended— 
magainst $22,372,711 for the preced- 
ing 12-month period. In 1947, 
Mutual dropped 15.8% from its 
1946 position. 

Still pacing the field, National 
Broadcasting Co. gained about 6% 


SALES COUNT 


A market with no visible 
saturation point! 


What a contrast to the goods- 
saturated urban territory is 
NAS-Land, that great grass 
roots area of small towns 
and farms served by 
Hometown Weeklies! 


Here is a market with a 
tremendous sales potential 
... for a tremendous 
variety of goods! 
A recent Crossley survey 
showed NAS-Land families 
as able and likely to buy 
paint, floor coverings, radios, 
furniture, bathroom fixtures, 
sewing machines . .. and 
electrical appliances galore! 


Reach this constantly rising 
market the easy, quick 
NAS way, using 5 or 5,000 
Hometown Weeklies. 
Circulation custom- 
tailored to your exact 
needs. Coverage is 
complete. Readership 
is terrific! 


WRITE FOR DETAILS 


NEWSPAPER 
ADVERTISING 
SERVICE, Inc. 


222 N. Michigan, Chicago 
70 E. 45th St., New York 17 


over the 1947 figure of $65,756,517. 
This was a 1% drop from NBC’s 


C-P-P’s First Network 
Television Show Launched 


Ad Group Plans Meeting 
The annual midwinter confer- 


B-1 Beverage to Nash 
Wesley K. Nash Co., St. Louis, 


1946 record. 
Colgate-Palmolive-Peet’s first|°mce.of Advertising Association of | has been appointed to handle the Ce 
hn. 5 television show, “Col- the West will be held in Santa| advertising of B-1 Beverage Se... 
Brown to Cereal Institute gate Theater,” started Jan. 3 at Barbara, Cal., Jan. 23-25 at the St. Louis, maker of B-1 lemon- Tl 
Katharine Brown has been|g pm. EST, over NBC’s East|@@* Monte Hotel. lime soda and B-1 sparkling water. 
named educational and home|Coast network. “Fancy Meeting], F 
economics director of the Cereal|-you Here,” a comedy, was the first| #arper’s’ Names Frederick |AAR Appoints Hammer Fri 
Institute, Inc., Chicago. short story dramatized in the ser-| David Frederick, recently vice-| Harry E. Hammer, a special rep- per 
ies. William Esty Co. is the agency | president of Crossley, Inc., mar-| resentative of the Association of Wc 
Hartigan Joins WABY handling the production and com-|ket research, and formerly anj}American Railroads, Washington, pss 
William B. Hartigan has joined| mercials for Vel. Commercials for| executive of CBS and Tide, has|D. C., has been named manager to t 
Station WABY, Albany, N. Y.,| Lustre Creme will be prepared by| become general manager of Har-|of the press and radio service a 
as a sales representative. Lennen & Mitchell. per’s Magazine, New York. of the organization. ois 
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American Friends 
Committee Tries 


TV in Philadelphia 


PHILADELPHIA—The American 
Friends Service Committee is ex- 
perimenting here over Station 
WCAU-TV with television as a 
new way of bringing its message 


_ to the public. 


Placed through Philip Klein Ag- 
ency, the national Quakers group 


has taken 15 minutes‘on three suc- 
cessive Sundays, beginning Jan. 2. 
By interviews and still photo- 
graphs the Quakers are using 
television to bring visual proof of 
what their rescue groups are 
doing on foreign soil throughout 
the world to help stricken peoples. 

If the committee decides that 
the current experiment has been 
successful from an information 
dissemination angle, it may launch 
similar programs in every tele- 


, Vision area in the country. 


NBC Signs KPIX Temporarily 

KPIX, San Francisco, has signed 
an interim non-interconnected vi- 
deo affiliation contract with NBC. 
The station will be NBC’s San 
Francisco outlet until KRON-TV, 
the San Francisco Chronicle sta- 
tion, goes on the air. 


Don Layman Named V. P. 

Don Layman, sales promotion 
manager, has been elected vice- 
president of Scholastic Magazines, 
New York. He has been with the 
company since 1944. 


Shulton Opens New Plant 


Shulton Ltd. has opened a new 
plant and showroom at 354 Vic- 
toria St., Toronto, for the manufac- 
ture and display of Early Ameri- 
can, Old Spice and Friendship’s 
Garden toiletries for women and 
Old Spice for men. 


To Story, Brooks & Finley 

The News and Times, Cumber- 
land, Md., has appointed Story, 
Brooks & Finley, New York, as its 
national representative, effective 
March 1. 


you 


Better than two million miles— the equivalent of 
+ ~71-+times around the earth. That’s how far 
cGraw-Hill editors travel in a normal year. 

They make on the order of ten thousand 
copy contacts along the way to get the editorial 


| material they put into their magazines. In 


Addition, they draw upon a world-wide busi- 

/ ness-news staff and top-notch teams of écon- 

/ omists and researchers to keep their readers 
/ informed on what’s new and important about 


magazine good? 


four million dollars a year to read McGraw-Hill 
magazines. They are the readers who are 
convinced that the best place to find news 
about their business is in a well-edited 
business publication. 

‘Where could you find a more purposeful, 
more responsive audience for your advertising 
than this audience which pays to read the 


magazines that contain your advertising? 
Your McGraw-Hill man can demonstrate how 


much harder you can impress your prospects 


Z the business their readers are interested in. 
/ Readers think McGraw-Hill editors are doing at economical cost with adequate business 
a good job and say so by paying more than paper advertising. Ask him to show you. 
Are your salesmen sold on your advertising? “Orders and How They Grow” 
your advertising helps in the initial steps to a sale. Ask your McGraw-Hill 
and for the folder, “Your Markets Are A Shifting Target.” Or just drop us 
Wea D QUA RT ERS FO R Sead es 8 


McGRAW-HILL PUBLICATIONS 


330 


WwestT 


42ND STREET, 


NEW YORK 


Pee 


Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Cireulations 


CREATIVE 
MEN 


work faster, better... 


when they follow this 
5-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61 book by James 
W. Young, Senior uitant of J. 
Walter Thompson, is worth its weight 
in uranium to every man who must 


highest paid men in the agency busi- 
ness, for developing ideas that sell. 
Acclaimed as the biggest little book ever 
written for advertising men, now in its 
fifth big printing. A must for you if 
you are a creative man. $1.00 on 5 ta 4 
money-back guaran each 
quantities of 10 or more. 


INSPIRATION FOR EVERY MAN 


IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is 
broadening his horizons in the advertis- 
ing business. As Victor O. Schwab says, 
“a book about business which emits 
flash after flash of pg insight 

. day by day guidance... pithy case- 
history experiences . usable sugges- 
tions.” ... In all 578 diary entries made 
during trying times, any one of which 
may suggest a solution to your eurrent 
problems. $3.00 om.10-day money-back 
guarantee. $2.70 each in quantities of 
10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 


AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that 
underlie the ressive success of Me- 
Graw-Hill? Here is the whole inspiring 
and useful story, in the words of the 
— T., pub- 

ng, Advertis- 
ing Age, ete. A basic riety in in the library 
= every man who writes, edits, sells, or 
romotes in the business or industrial 
Relds. $1.00 on 10-day money-back ~~ 
© or 


— 90c each in quantities of 
HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the conpictn, practical, and 
usable outline of the proved method for 
(1) agg new salesmen into high gear 
Ely, fs) developing 

good performance pattern, (3) ing 
each man pay off in higher average pro- 
duction. An easy-to-use program for 
sales managers who want more results 
starting now. $2.00 on 10-day money- 
back guarantee. $1.80 each in quantities 
of 10 or more. 


NOTE TO COPY CHIEFS 


more jes of these various 
it clear that they are Milli 
need in training 


programs. 
with copy of the 
member of your creative staff 


start 
for 


MAIL ORDER NOW 


Advertising Publications, Ine. 

100 Ohle &t., Ohicago 11 

Please send me books as ordered below. I 

enclose remittance with the understanding 
t ay saa books for full refand in 
days if not delighted im every way. 


copies, “‘5-Point Technique 
for Producting 


copies, “Diary of An Ad Man” §_ 
copies, ‘Teacher of 


copies, “Successful Sales 
Training” $ 
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Craigmile Heads Belden 


Charles S. Craigmile, executive 
vice-president since 1942, has been 
elected president of the Belden 
Mfg. Co., Chicago, manufacturer 
of electrical wires and cables. He 
succeeds Whipple Jacobs, who re- 
signed to become president of 
Phelps Dodge Copper Products 
Corp., New York. Mr. Craigmile 
ee with the company since 
1915. 


Curtis Transfers Kerr 

Donald M. Kerr, food researcher 
for Curtis Publishing Co., Phila- 
delphia, has been transferred to 
The Saturday Evening Post ad- 
vertising and promotion depart- 
ment to direct a new promotion 
and information service set up to 
assist advertisers in the food field. 


SIGHS OF LONG 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 
Division of 


900 Kibby St., Limo, U.S.A. 


NEC Loses Rating 
Position in Sunday 
Night Sweepstakes 


New Yorx—Jack Benny, Lucky 
Strike’s comedian, picked up an 
estimated 2,000,000 listeners in his 
first CBS broadcast on Jan. 2, ac- 
cording to C. E. Hooper, Inc. His 
rating was 27.8—his highest of the 
season and 2.2 above his last score 
on NBC. 

Horace Heidt, whose Philip Mor- 
ris talent program was moved in as 
NBC’s competition against the 
tightwad fiddler, scored 11.7. Mr. 
Heidt’s last rating in the old 10:30 
p.m., EST, Sunday spot was 17.3. 

NBC, which for years has 
walked away with all rating hon- 
ors between the hours of 6:30 to 
9 p.m., EST, on Sunday, lost out 
to CBS and ABC on this report. 
Other scores on the reshuffled 
lineup: 

Spike Jones, for Coca-Cola, 
gained 2.6 over his Friday night 
rating, at 10.4. International Sil- 


_ Free‘gamples 
“of PF decals 
are enclosed with 
booklet so you can 
try them for adherence 
‘gnd-ease of application. 


a ia worlderful. new booklet shows how you cam use the valiable 
- advertising space you own. explains how your same and product — 
¢an a@ppear in free apace. and demonstrates how decals, can be 

to decorate and sell your proddet, regardless of type or gine. 


below. 


These and many other yaluble uses and advantages of PF decals 
fully described and shown. You'll «06 how. well : 
titms in your own field use decals profitably . 
“telle ond sella for five years without « change, 


business can profit from the 16 ‘infortnation-packed payer in 
this bookiet: Don't mias it. Send for your free copy.tedayy the | 


new. ‘informative 


often one deeql 


ver’s Ozzie and Harriet, his NBC 
competition, rated 8.2, off 4.3 from 
the last report. 

At 7:30 p.m., Amos ’n’ Andy, for 
Lever Bros., rode in on Mr. Benny’s 
coattail with a fancy 19.3, to get 
in the top 15 for the first time this 
season. Phil Harris and Alice Faye, 
for Rexall, still on NBC, dropped 
4.9 to 14.5 in the competing spot. 

ABC’s “Stop the Music”—Smith 
Bros., Eversharp, Speidel and Old 
Gold—led the field in the next 
hour. American rated 15.2 in the 
first half hour against 12.3 for 
Fred Allen, sponsored by Ford 
dealers on NBC, and 11.2 for Sam 
Spade, Wildroot’s candidate on 
CBS. The last half of the giveaway 
jumped to 20.2 against 8.7 for a 
CBS sustainer and 6.3 for an NBC 
documentary. 


JACK BENNY SCORES 
TOP HOOPER AGAIN 

New York—Jack Benny’s last 
broadcast for Lucky Strike on 
NBC rated 25.6 to lead the Dec. 30 
Hooper list. Runnerup was the Lux 
Theater with 24.0 (CBS). 

Other favorites: 


Walter Winchell (Jergens), ABC........... 
Mr. D. A. (Bristol-Myers), NBC.............. 19.4 
Phil Harris (Rexall), 19.4 
My Friend Irma (Pepsodent), CBS........ 19.2 
Fibber & Molly (Johnson’s Wax), NBC 17.8 
Bob Hope (Swan), NBC 17.7 
Charlie McCarthy 

(Standard Brands), 1.17.6 
Horace Heidt (Philip Morris), NBC........ 17.3 


Godfrey’s Talent Scouts 
(Lipton’s), CBS. 

Bing Crosby (Philco), ABC 

Duffy’s Tavern (Bristol-Myers), NBC..16.2 

Louella Parsons (Jergens), ABC............ 16.1 

Crime Photographer (Toni), CBS..........15.8 


Average evening sets-in-use of 
32.3 is down 0.9 from the last re- 
port, up 0.6 from a year ago. The 
average evening rating is 10.0, 
not changed from the last report 
but down 0.5 from a year ago. 


LUX THEATER BESTS 
BENNY, PULSE FINDS 

New YorKk—Lux Theater (CBS) 
—23.9—held the top spot on 
Pulse’s report on November-De- 
cember listening in New Yorx, 
Philadelphia, Boston, Chicago and 
Cincinnati. 


Other leaders: 
Jack Benny (Lucky Strike), NBC........ 23.7 
Fibber & Molly 


(Johnson’s Wax), NBC 20.4 
Walter Winchell (Jergens), pe 19.8 
Bob Hope (Swan), NBC 19.8 
Phil Harris (Rexall), NBC 19.4 
Godfrey’s Talent Scouts 

(Lipton’s), CBS 18.7 


My Friend Irma (Pepsodent), CBS ......16.0 
Fred Allen (Ford Dealers), NBC ........ 15.9 
Inner Sanctum 

(Bromo-Seltzer), CBS 15.0 


CBS’ Arthur Godfrey (9.1)— 
Gold Seal Co., National Biscuit 
Co. and Chesterfields—and Irene 
Beasley (8.3)—Continental Baking 
Co.—caught the fancy of the day- 
time audience. The rest of the met 
Rosemary (Ivory), CBS 
Big Sister (Ivory), CBS 
Ma Perkins (Oxydol), CBS 
Breakfast Club 

(General Mills, Swift, Philco), ABC..7. 


7 

Helen Trent (Whitehall), CBS 7 
Our Gal, Sunday (Anacin), CBS ......... f 
7 

7 


Aunt Jenny (Spry), CBS 
Guiding Light (Duz), CBS 


MILTON BERLE LEADS 
PULSE RATINGS, TOO 


New YorK—The Texaco Star 
Theater, with Milton Berle, con- 
tinues to ride high on the rating 
waves. The December Pulse re- 
port for New York gave the full- 
hour NBC show a rating of 70.0— 
32 ahead of the field. 


Other winners: 
Godfrey’s Talent Scouts 


(Lipton’s), CBS 38.7 
Toast of the Town 

(Emerson), CBS 37.3 
Original Amateur Hour 

32.7 


Small Fry Club 

(General Foods, Kolynos), DuMont..29.7 
We, the People (Gulf), CBS 29.3 
Television Theater (Kraft), NBC ......... 29.3 
Basketball (Camel, Wrigley’s), CBS ....26.7 
Winner Take All ( sustaining), CBS ....26.7 
Howdy Doody (Unique Art Mfg. 

Co. and sustaining), NBC 24.1 


Buck Quits Golden State 


Frank E. Buck has resigned as 
president of Golden State Co., 
San Francisco, processor and dis- 
tributor of dairy products, because 
of poor health. He will be suc- 
ceeded by Paul Young, vice-pres- 
ident and general manager. Mr. 
Buck will continue as a director 


of the company. 


Stochastic (Stet) 
—It's Important 


CLEVELAND—When 12 “learned 
societies” held their annual con- 
claves in Cleveland between 
Christmas and New Year’s, the 
common language took a terrific 
beating. 

Generally acclaimed as the 
most “learned” of the learned 
speeches was this one, given 
at a joint meeting of the Ameri- 
can Statistical Association and 
the Institute of Mathematical 
Statistics: 

“Properties of Maximum and 
Quasi-Maximum Likelihood Es- 
timates of Parameters of a Sys- 
tem of Linear Stochastic Dif- 
ference Equations with Serially 
Correlated Disturbances (Pre- 
liminary Report),” by Herman 
Rubin, Cowles Commission. 


Crosley $5,000,000 
Goes from Durstine 
to Benton & Bowles 


of the 
Crosley division of Avco Mfg. 
Corp. has been switched from Roy 
S. Durstine, Inc., to Benton & 
Bowles, effective immediately. 

Raymond C. Cosgrove, execu- 
tive vice-president of Avco, 
pointed out that with the expan- 
sion of Crosley’s television re- 
ceiver business and continued sales 
progress in electric appliances, 
Crosley is doubling its advertis- 
ing program to $6,000,000 in 1949. 
Of this, about $5,000,000 will be 
commissionable through B&B. The 
rest is Crosley’s part of dealer 
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cooperative campaigns. 

The Durstine agency continues, 
for the present at least, to place 
an Avco institutional campaign, 
the copy for which is written by 
Hill & Knowlton, public relations 
counsel to the corporation. 


Form New Richmond Agency 


Roger M. Shepardson, formerly 
with Advertising, Inc., Richmond, 


Va., and Raymond L. Berry, form- . 


erly with the Richmond office of 
Courtland D. Ferguson, Inc., have 
formed their own agency, Eastern 
Advertising Associates. Offices are 
located at 113 E. Grace St., Rich- 
mond. 


Names National 


Arcweld Mfg. Co., Seattle, man- 
ufacturer of furnaces, has ap- 
pointed Standard National Adver- 
tising Agency, Seattle, to handle 
its advertising. A campaign in 
support of dealers is planned. 


Appoints Rogers & Smith 


Marsh Steel Corp., North Kan- 
sas City, Mo., has appointed Rogers 
& Smith, Kansas City, to handle its 
advertising. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne 


ive 


public ‘the. ‘Negro Ts 
News- 
545 Fifth Ave., N. Y., can 
show ie ben how advertising in these 
publications reap big markets and 
profits! Write us today. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
references of Negroes from coast to coast. 
tite now for this free information, 


One of the South's largest textile 
manufacturers employing over 1,000 
people with an annual payroll of 
$3, 000,000, this company has spent 


Walter M. “Williams 
Executive Vice-President 


in the last 4 years approximately $2,000,000 for their plant 
modernization and improvement at _Swepsonville—typical of 


the tremendous industrial 


GREENSBORO MARKET. 


expansion 


in the GROWING 


The Greensboro 12 County ABC area is the “heart” of Caro- 
lina's thriving activity with more than ONE-SIXTH* of the 
State's population and ONE-FIFTH* of the two billion total 
retail sales. Gear your sales-promotion to this teeming mar- 
ket through the NEWS ond RECORD with a coverage of 


more than 


#1948 Sales Management Figures. 


GREENSBORO 


NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc, 
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RICKARD REWARDS OLDSTERS—The entire staff of Rickard & 
Co. attended a luncheon at the Hotel Astor, New York, in honor 
cf nine employes of the agency, with service records of from 
five to 37 years. Given certificates of appreciation and cash 


j 


ing department; Julian Gran, treasurer; Edwin C. Mayer, vice- 
president; Johanna C. Kornberger, financial secretary; Howard 
L. Fisher, president; David M. Howell, production manager; 
Eugene F. Cole, art director; Marie Kelleher, production depart- 
ment, and Howard H. Sharman, director of media and research. 


ELECTED—New officers of the Advertising Agency Production Men’s Club of Cin- 
cinnati are (left to right, standing): A. J. Lemperle, Ralph H. Jones Co., past pres- 


awards were (left to right): Philip C. Spatz, manager, forward- 


LIBRARIANS ON TV—The operation of a library in relation to advertising was 
discussed by these New Yorkers on a WABD “Woman's Club” program. Left to 
right are Irene Murphy, of DuMont; Regina Marrus, librarian, Macfadden Publica- 
tions; Nathalie Frank, research librarian, Geyer, Newell & Ganger, and Dorothy 
Orde, librarian, Joseph Bulova School of Watchmaking. . 


More than Ws an Extra 
Chest of Drawers foo.... 


AMAZING NEW CHEST-O-BED! 


f TAKES NO MORE FLOOR 
SPACE THAN ORDINARY BEDS 


WOW EVEN the smallest cam 

brig 


Grawers right io the pane? ob 


wathen the average budget Pall or choice 
of Marching “oe. and mrs.” bases commode alsa 
al 
Ac fars:ture and departmen: stows evervwhene 

— 
FRET DECORATING BOOKLET: 

A Product of Superior Sleeprite Corporation 


DRAWER-BED—Following up its showing of the new Chest-O-Bed at last week’s home 

furnishings market, Superior Sleeprite Corp., Chicago, will run this full-color page in 

the March 28 Life (AA, Jan. 3). The chest of drawers is built into the foot-end of the 
bed, which Is made in beth wood and steel. H, M. Gross Co. Is the agency. 


NEW YORK + CHICAGO + ROCKFORG + Los ANGELES 


DELL AIDS FRANCE—William S. Pat- 
jens, right, advertising sales manager of 
Dell Publishing Co., New York, and 
Mrs. Philip Wilson, director of the sup- 
ply division of American Aid to France, 
check over the list of products pre- 
sented to American Aid to France by 
Dell as a Christmas gift. 


FUN FOR ONE AND AlLL—Metropolitan Group’s third annual 
Christmas party for admen and their wives and children filled 
the grand ballroom of the Waldorf Dec. 29. At upper left comics 
artists Harry Haenigsen (Penny); Al Posen (Sweeney & Son); 
Bill Holman (Smokey Stover); George Wunder (Terry & The 
Pirates); Walter Berndt (Smitty); Ernie Bushmiller (Nancy); 
Lyman Worthington, Metro sales manager, and George Clark 
(The Ripples) do their stuff for the small fry. At the lower left 
the cartoonists are introduced by master of ceremonies Rube 
Goldberg. The group at far right includes W. E. Hosac, Metre 


ident; S. Schulte, S. C. Baer Co., treasurer; Alan Brickwood, Savage & Talley, vice- 
president; T. Hannaford, Ralph H. Jones Co., member, executive committee, and 
N. R. Trowbridge, Rieser-Ernest & Associates, member, executive committee. Seated: 
Howard B. Thompson, Roy S. Durstine, Inc., president, ond Sylvia Lemonek, Roy S. 


STARTS FIRST RUN—Executives of the Buffalo Evening News start the run of the 
newspaper’s new Goss Headliner press. Left to right are Edward H. Butler, editor 
and publisher; Alfred H. Kirchhofer, managing editor, and Clayton G. Underhill, 


Durstine, Inc., secretary. 


business manager. 


president, Mr. Worthington and other Metro executives. At 
right are two typical tables. Above are G. Alden Donham, 
Newell-Emmett; young James Fox; Mrs. Chet Posey Jr.; Mrs. 
Herbert Fox; Mary Ellen McEvoy; Newman McEvoy, Newell- 
Emmett; Herbert Fox (standing); young Thomas Fox; Mr. Worth- 
ington (standing); William Pehlert, Newell-Emmett; Mrs. Alden 
Donham, and Sandra Donham. Below are Cecelia Levesque; 
Mrs. B. C. Duffy; Mrs. Henry Bender; Barbara Bender; Ben 
Duffy, BBDO president; Miriam and David Duffy; Jeffrey Carey; 
Len Carey, and Donn Duffy. 
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Ribbonwriter Names Whidden 


Albert S. Whidden, formerly ac- 
count and client relations ex- 
ecutive of Advertising Associ- 
ates, Inc., Miami, has been ap- 
pointed advertising manager of 
Ribbonwriter Corp. of America, 
Dania, Fla., manufacturer of Rib- 
N-Rite typewriter attachment for 
making multiple copies without 
carbon paper. Advertising As- 
sociates is the agency for Ribbon- 
writer. 


When you 


Remember 


WM. F. RUPERT 


RECENT | compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 


Cincinnati Papers 
Start Rule to Limit 
Stores’ Superlatives 


CINCINNATI—This city’s three 
newspapers have taken an unusual 
step “for the protection of public 
confidence in advertising and fair 
competition.” 

The Enquirer, Post and Times- 
Star have set up this rule: 

“No superlative or exaggerated 
statement or underselling claim 
will be acceptable in retail adver- 
tising unless such statement or 
claim is verified at least 48 hours 
in advance of publication.” 

The newspapers, as members of 
the Cincinnati Daily Newspaper 
Publishers Association, said that 
the regulation refers to such state- 


ments as “biggest bargains,” 
“America’s largest,” “greatest 
buy,” “lowest. prices” and “we 


undersell.” It also covers expres- 
sions of opinions, such as “We 
believe our selections largest” and 
“Our prices lowest in our opinion.” 

The announcement said that 
when a_ superlative accurately 
refers to the advertiser’s event, 
product, service, size, etc., the same 
type size must be used in the 
entire statement. 

The Cincinnati Better Business 
Bureau, which shall determine the 
validity of claims of the kind 
covered, said of the newspapers’ 
rules that they “comprise one of 
the most constructive steps that 
we know of at this time to put 
an ideal of truthful and accurate 
advertising into action.” 


Advertisers Aid 
Heart Group's 
First Big Drive 


New Yorx—American Heart As- 
sociation is seeking the cooperation 
of advertisers and advertising 
media in its first national fund- 
raising drive, Feb. 7-28: The drive, 
for $5,000,060, will run largely 
during “National Heart Week,” 
Feb. 14-21. 

Of the $5,000,000, $3,500,000 will 
be used by local heart associations 
to maintain and expand their com- 
munity cardiac programs, and $1,- 


Blue Earth County 
is part of MINNESOTA 


So is 


Top left: Robert R. Tincher, WNAX General 
Manager, presents $1000.00 award to Mr. and 
Mrs. B. G. Ludtke. Bottom left: BeBe Shopp, 
Miss America of 1948, expresses appreciation 
member by 
Leonard Harkness, Blue Earth County Agent. 
The capacity audience applauded 
loudly the WNAX Missouri Valley Barn Dance 
broadcast from Mankato’s Armory. 


at being 


Top right: 


BIG AGGIE 


made honorary 4-H 


Represented by The Katz Agency. 


Miss America, 2,500 4-H club youngsters and their parents, civic 
officials and agricultural leaders joined WNAX in Mankato, No- 
vember 6, to honor the Ben Ludtke family, Minnesota winners in 
the WNAX 5-state Farmstead Improvement Program 


Blue Earth County is proud of the Good Thunder, Minnesota farm 
family that won WNAX’s $1000.00 merchandise award over en- 
tries from 52 Minnesota counties. 


WNAX is proud, too—proud of all 1,043 families participating in 
this WNAX-inspired 3-year improvement program; proud of its 


newest contribution to—serving the Midwest Farmer ! 


| 


PRODUCT IDENTIFICATION—A big water 
blue cake of ice furnishes the backdrop 
for the “how to use it” messd which 
the National Association of Ice Indus- 
tries will offer in full-color ads in na- 
tional magazines, beginning in April. 
The series will dominate a $500,000 drive 
in national trade publications. Donahue 
& Coe is the agency. 


500,000 for expanding the work of 
the national association. 

Diseases of the heart and blood 
vessels, it was explained, brought 
death to 588,000 in the United 
States in 1946, or three times the 
182,000 who died of cancer, No. 2 
killer. Other major causes of mor- 
tality were, in order, accidents, 
98,000; nephritis, 82,000; pneu- 
monia, 62,000, and _ tuberculosis, 
51,000. 

A. W. Robertson of Westing- 
house Electric Corp. is chairman 
of the board of the association, and 
Harold E. Stassen, president of the 
University of Pennsylvania, na- 
tional campaign chairman. Bing 
Crosby heads “National Heart 
Week,” and Mark Woods of Ameri- 
can Broadcasting Co. is public re- 
lations chairman. 


a The campaign planning commit- 
tee includes Emerson Foote of 
Foote, Cone & Belding; Walter D. 
Fuller, Curtis Publishing Co.; 
Henry R. Luce of Time, Inc., and 
Arthur Hays Sulzberger of the 
New York Times. Many leading 
advertisers also are members of 
this committee. 

In a pamphlet entitled “Know 
Your Heart,” Howard Blakeslee, 
science editor of the Associated 
Press, showed that, “in 1945, pub- 
lic money contributed to the 
American Heart Association for 
cardio-vascular disease totaled 7¢ 
annually for each American who 
died of heart disease. This con- 
trasted with $13,000 for each in- 
fantile paralysis death, $292 for 
each death from tuberculosis, and 
$22 for each cancer death. How- 
ever, the total sum spent on heart 
research was larger...because of 
privately sponsored research...” 
Bing Crosby has done a movie 
short on the disease which will be 
shown in 18,000 theaters. Ralph 
Edwards again will aid the heart 
program in his “Truth or Conse- 
quences” show for Procter & 
Gamble on NBC Saturday nights. 


a Campaign materials prepared 
include posters, a window sticker, 
a plastic heart which serves as 
a collection box, a lapel heart 
identifying contributors, and a 
“save-a-heart” valentine card. 
Mats and electros of 
announcements have pre- 


pared for large~ uuvertisements of 
stores Mational advertisers. 


Macs in various sizes also are 
available of the official poster 
bearing the slogan, “open your 
heart—give to fight heart disease.” 
One advertisement is directed to 
the problem of rheumatic heart 
disease, “childhood’s greatest en- 
emy.” 

The Advertising Council is co- 
operating. 


Krueger Appoints Geyer 

G. Krueger Brewing Co., New- 
| ark, has. switched its account 
‘from Benton & Bowles to Geyer, 
Newell & Ganger, New York. 


— 
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Baldwin Hopes 
to Sell United 


Home Program 


Plans ‘Blandings’ Job 
of Local Cooperation 
for Building Industry 


New YorkK—Ted Baldwin, who 
put together the vast exploitation 
for “Mr. Blandings Builds His 
Dream House” when he was with 
Selznick Releasing Organization, 
is currently promoting a program 
tying-in manufacturers of build- 
ing materials and home furnish- 
ings with retailers and builders. 

The program, keyed to a theme 
of “A good American home by a 
good American builder,” is ex- 
pected to receive the blessing of 
the National Assocfation of Home 
Builders. Further, Mr. Baldwin 
told AA, he already has enough 
manufacturers expressing interest 
in the promotion to guarantee its 
operation. 

The program will work in a 
number of ways. One is the pub- 
lication of budget and income data 
to guide prospective home owners 
in the purchase of a home. Another 
is the erection of sample homes in 
a variety of price brackets starting 
at $6,500 and up to $16,500. A 
third is providing data about 
furnishing the home, prospective 
costs and sample furnishing plans. 


es Mr. Baldwin figures that the 
program will cost about $250,000, 
and will be primarily underwritten 
by 25 national advertisers at 
$10,000 each. 

These sponsors will get product 
publicity, will participate in a 
“typical American family” pro- 
motion, and Baldwin field repre- 
sentatives will work with local 
NAHB chapters and try to get 
local builders to use products of 
cooperating manufacturers. 

What makes the program sound 
more likely than many another 
dream promotion which never 
actually is put into effect is (1) 
is, in many _ respects, 
similar to the promotion job 
Baldwin engineered for Selznick 
on “Mr. Blandings” and (2) the 
concern in the private building 
industry over what may come from 
Washington this year in the shape 
of government-financed housing. 


s Baldwin, who calls his business 
“public service relations” (AA, 
Jan. 3), plans a local promotion 
kit which will contain plans and 
specifications for various homes 
in several price ranges—selected 
by American Builder, a resume 
of the national and local operation, 
as well as an explanation of each 
participant’s obligation; and mats 
and proofs of the theme and 
trademark. 

The typical American family 
part of the promotion begins with 
a national contest, seeking the 
best 200-word essay on “How we 
learned that we can afford to buy 
a good American home.” Once the 
family is selected, its experiences 
will be told from day to day. For 
this limelight, the family will be 


remember 
Business 


given a home, built arfd completely 
furnished. But each step of the 
story will be planned “realistically, 
within a budget which would be 
practical if this family were to 
pay the bills themselves.” 

The family will be available 
for tie-ins with advertisers. 


ws The budget data will come from 
Baldwin’s research department, 
which will keep current figures, 
and these data will be turned over 
to participating manufacturers. 

The NAHB is expected to back 
the plan; support of American 
Builder hinges on NAHB’s ap- 
proval. Mr. Baldwin says definitely 
that he has “firm interest and 
desire to participate” from a 
number of large building materials 
and house furnishings advertisers. 
In a prospectus, he repeats that 
all financing will come from 
manufacturers, and NAHB and its 
locals will pay no part of the 
program’s cost—except “completely 
voluntary advertising or promo- 
tional activities they wish to 
engage in.” 


Fremd Joins G. M. Basford 


Theodore Fremd, formerly ad- 
vertising and merchandising man- 
ager of the appliance division of 
Yale & Towne, and sales promotion 
manager of the Pittsburgh division 
of General Electric Supply Corp., 
has joined G. M. Basford Co., New 
York and Cleveland agency, as 
manager of merchandising. 


Peterson Becomes Partner 


Curt A. Peterson, radio director, 
has been named a partner in 
Marschalk & Pratt Co., New York. 
Previously assistant program man- 
ager at NBC, he has been with the 
agency since 1935. Mr. Peterson 
helped develop the “Esso Re- 
porter,” which marked its 500,- 
000th broadcast on Jan. 5. 


McElfresh Resigns Sales Post 


Arthur E. McElfresh has re- 
signed as vice-president in charge 
of sales of North American Rayon 
Corp. and American Bemberg 
Corp., New York. He has been with 
these companies for the past five 
years and prior to that was vice- 
— of Pedlar & Ryan, New 

ork. 


Hotel New Yorker 


Will Lure Guests 


Via Television 


New YorK—The Hotel New 
Yorker will be one of the first 
hotels television when it 
starts a series of selective an- 
nouncements in four cities in 
March to attract guests. 

The commercials are geared to- 
ward pleasure travelers rather than 
business people and will outline 
the attractiveness of New York 
in the spring. A booklet listing 
events in the city will be offered. 
The hotel will use video in Phila- 
delphia, Baltimore, Washington 


and Boston. 
The agency is Peter Hilton, Inc., 
New York. 


Lawrence Appointed A. M. 


Kenneth Lawrence, formerly in 
the production department of Si- 
mon & Smith Advertising Agency, 
Portland, Ore., has been appointed 
advertising manger of the Exam- 
iner-Tribune, Lakeview, Ore. 


= 
= EMPIRE STATE BUILDING 
ENEW YORK} LONGACRE 4-6634= 


3728 No. Broad St + Phila. 40, Pa + BAldwin 9-5500 


Philadelphia 


HIGHSPOT BULLETINS 


SPECTACULARS * WALLS 


~ 


For the margin of difference 


that distinguishes your printing .. . 


paper 


the 


thats 


One test of a fine printing paper is its ability to reproduce 
brilliance and depth in either monotone or multicolor. 
That’s where pick-resistance counts . . . and where Levelcoat* 


printing papers excel. For in Levelcoat, a special surfacing process 


Add this important printing quality to Levelcoat brightness . . . 
smoothness ... runability. You then see why, in choosing any printing paper, 
it’s wise to look at Levelcoat. And to pick the paper that’s pick-resistant — 


‘for that margin of difference that distinguishes your printing. 


provides pick-resistance to an exceptional degree. 


PRINTING PAPERS 


Levelcoat papers are made in these 
grades: Trufect*, Multifect* and 
Rotofect*. 


KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 


REG. U.S. PAT. OFF. 
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“TOOK IN $320 from 
a $40 CLASSIFIED AD” 


This chap developed a service for agency 


ADVERTISING AGE’s “Advertising Market 
Place,” and took in 32 sales for a total of 
$320. He has subsequently repeated this per- 
formance several times. 


As any mail-order man will affirm on a 
stack of Bibles, an 8-to-1 payoff direct from 
the ad is really sumpin! Character of circula- 
tion is the answer. 


As. this advertiser comments, “ADVER- 
TISING AGE reaches the men at the deci- 
sion-making levels,” so, if you want a decision 
in favor of your service, your product, your 
proposition, tell the advertising world about 
it with classified space in ADVERTISING 
AGE’s “Advertising Market Place.” 


classified insertion in 


No. 3212. Reader Characteristics 
Report. 

Sport reports, in this survey, 
that its reader families have an 
annual median income of $4,243, 
8.6% higher than the figure shown 
in the magazine’s first survey, 
made in 1947. Other character- 
istics reported are: age, home 
ownership, and a breakdown of 
participation in sports and owner- 
ship of sports equipment. 


No. 3213. The Story Behind Your 
Newspaper. 

The Repository, Canton, O., has 
published this plant tour booklet, 
which provides a pictorial record 
of departmental operations and 
mechanical processes used in the 
business of publishing a daily 
newspaper. 


No. 3214. Metropolitan Atlanta 
Eats a Fable of Foods. 


Market facts about Atlanta are 
included in this booklet, in which 
the Atlanta Constitution reports 
on food sales: when people buy, 
showing percentage of sales on 
weekdays, and where they buy. 
Merchandising help offered by the 
newspaper is described, and fig- 
ures given for circulation and ad- 
vertising linage. 


No. 3215. Cookie and Cracker 
Survey. 

This is the report of a mail sur- 
vey conducted among 1,000 farm 
families by Wisconsin Agricultur- 
ist & Farmer. It shows farm buy- 
ing habits and brand preferences 
in the purchase of commercially 
' baked cookies, soda crackers and 
graham crackers. Type of grocery 
store at which most buying is 
done is indicated. 


' No. 3216. Route List for Bangor 
and Northern-Eastern Maine. 


The Bangor Daily News has 


Information for Advertisers 


gists route list, which includes 
dollar volume sales of food, drugs 
and general merchandise in the 
seven-county area served by the 
newspaper, and market data for 
Bangor. 


No. 3217. Standard Market Data 
for Detroit. 

The Detroit News has published 
this file folder, which maps the 
city’s retail trading area and tab- 
ulates market data under 18 head- 
ings. 


No. 3218. Market Guide for the 
Gary Trading Area. 

Market data for the Gary, 
Ind., trading area is provided in 
this folder, issued by the Gary 
Post-Tribune. Like the Detroit 
News material, this conforms to 
the standards of the Bureau of 
Advertising and the Four A’s, and 
includes detailed information 
about the ownership, editorial 
features, linage and circulation of 
the newspaper. 


No. 3219. A Study of Magazine 
Audience Activity in Retail 
Stores. 

House Beautiful has published 
this brochure, which reports the 
findings of a survey made in seven 
home furnishings departments of 
quality and volume department 
stores, where shoppers were asked 
what magazines they read reg- 
ularly and what magazines most 
influence their buying habits for 
various types of home furnishings 
merchandise. 


No. 3200. Slip Into a White Coat 
for a Minute. 

In this new brochure, Dental 
Survey describes in detail its 
editorial policy and scope, and 
reports its readers’ interest, not 
only in editorial pages, but adver- 
tising pages, as well, for infor- 
mation about new methods, instru- 


published this grocers and drug- 


100 E. Ohio St., Chicago 11, Il. 
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NAME 


COMPANY 


ADDRESS 


CITY & ZONE 


STATE 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 
Space Salesman experienced selling mail 
order accounts New York territory to join 
staff national monthly family magazine. 
Liberal salary & bonus. Opportunity 
rapid advancement-give complete details. 
Box 9915 ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 717-2063, Chicago 
CATALOG PRODUCTION ASS’T 
for auto parts mfr. Temporary assign- 
ment or permanent spot...to help pro- 
duce parts catalogs. E neces- 
sary-man or woman will do. For app’t 

phone CA 5-4350, Mr. Cooper. (Chgo) 
Copywriter-contact man for 4 A Pitts- 
burgh agency. Give full details of 
experience, salary and send 
small picture. 
Box 9919, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PRODUCTION MANAGER 

An opportunity to grow with a good 

sized, growing agency, congenial 

group of fellows, in pleasant 

town of 25,000 about 3 hours 

from Chicago. This job demands 

a square shooter, easy to get 

along with—a man who accepts 

responsibility and carries each 

job through to fulfillment. Be- 
cause our jobs are _ varied, 
man must have thorough knowledge 
of production processes and be 
a seasoned estimator, buyer and 
expediter. Write us details of 
what you have to offer, and we'll 
Strictest confidence. 


our 


ACE COPY-IDEA MAN 

Six years Agency creative exper. plus 
eight adtnl. yrs. all phases Advt. and 
Promo. Both consumer and industrial. 
Desires wider oppty. Age 3. 

Box 9917, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill 
Do You Need A Personable Gal with well- 
rounded advertising, 


ce 
your office or assist top man? College 
background, perfectly groomed, capable 
of handling executive responsibility with 
judgment and tact. Prefer Chicago. 
Box 9920, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Krom-a-Tone Post Cards 
Newest, most economical way to 


Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio. 
Midwestern Food Mfgr. has good non- 
competitive items that have been success- 
fully sold locally for over 10 yrs. Can 
make attractive offer to agency able 
to conduct and finance a $50,000-$100,000 
adv. campaign. Reply: 
Box 9921, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
NEWSPRINT: 
250 Tons Per Month: One Year Contract 
U. S. Manufacture, standard grade: Start 
Jan. 49. Sales International Co., 320 
Broadway, New York, N. Y. Tel DI 9- 
2920. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 


get it with 
ADVERTISING MIRRORS 


MIRRO-PRODUCTS COMPANY 
High Peint 2, North Careline 


Copywriter: Versatile, Experienced: by 
Chicago advertising agency. State full 
qualifications, salary expected. 

Box 9924, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Artist Illustrator—national advertis- 
ing agency. Must have agency or studio 
experience. Will work .on leading ac- 
counts. Telephone Mr. Taylor - Cen 6- 
6505 for appointment. (Chicago) 


POSITIONS WANTED 


Capable young woman expd. in 2 fields. 
Advertising: good copy and rough layouts. 
Publishing: editorial and production bkgd. 
B.A., 5 yrs. exp., locate Chicago only. 
Box 9910, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED—AN AD MAN 
who doubles in PUBLICITY 


Excellent opportunity for a man who 
knows the mechanics of advertising 
—and who has handled publicity 
and _ Industrial experience 
_~~y Give us the complete story 
in letter. Box 7239, 


ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Illinois 


EXPERIENCED COPYWRITER 
Strong sell. Know adv. psychology, art, 
prod. Want consumer work, Chgo agency. 

Box 9912, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Chicago panel cartoonist desires 
permanent connection with reliable agent. 
Cartoons and decorative spots. Has good 
architectural design background. Maga- 
zine and newspaper—free lance basis. 
Box 9916, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MAGAZINE PRINTING 


If you are the publisher of a maga- 
zine, and would like to nee the print- 
ing in a smaller midwestern town, 
where you can get good workmanship 
and service, without labor trouble, 
write Box 7240, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Tl. 


connection. 


Unusual Opportunity 


for | 
Media Executive 


Leading agency has a position open for 
the right man with experience and ability 
to handle major distributor-dealer coop- 
erative advertising funds and campaigns 
in appliance field. Substantial salary for 
the right individual. Write giving full 
details of past experience and present 


Write Box 7243, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 
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Walter Lowen 


PLACEMENT AGENCY 


Headqverters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives Copy Art Office 

Please write briefly eutlining 

420 LEXINGTON AVENUE 

NEW YORK 17, N. Y. 

MU 9-2630 


ADVERTISING EXECUTIVE 


Available after February Ist. 
Experienced in highly com- 
petitive selling market. Ac- 


tive member in New: = 


Advertising Executives 
sociation. Twenty years a top 
advertising executive. Being 
available is no reflection on 
my ability to properly man- 
age all branches of a news- 
paper advertising depart- 
ment. Best of references from 
present publisher. I know 
newspaper men from coast 
to coast and advertising 
agency executives in New 
York, Detroit, Chicago, St. 
Louis and elsewhere. 
Will be available for per- 
sonal interviews during the 
N.A.E.A. Convention in Chi- 
cago, January 17-19. 

Box 7236, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


OUTDOOR ADVERTISING 
MAN WANTED 


Experienced Outdoor man to be di- 
rector of Outdoor Dept. in a leading 
Chicago Advertising Agency. Must 
be acquainted with plant owners and 
be able to sell Outdoor Advertising 
as a medium both inside and outside 
the agency. Write Box 7238. 


ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Illinois 


Circulation * 
PROMOTION MANAGER 


15 YEARS experience national 
magazines, newspapers and 
trade publications. Sales- 
minded executive who has or- 
ganized and run complete de- 
partments. Outstanding record 
as Circulation Manager and as 
Advertising Promotion Manag- 
er. Age 35. 


NOW AVAILABLE 


ADVERTISING AGE 
Box 7241, 330 W. 42nd St., New York 18 


ertising & 


* 


Publishers Representative Wanted 


New York publisher seeks top- 
notch industrial magazine advertis- 
ing salesman for mid-western states. 
Have one highly successful monthly, 
and another underway which shows 
even greater potential. A hard work- 
ing intelligent producer will be given 
a substantial arrangement with a 
chance to make real money. Write 
in confidence. 


Box 7242, ADVEPTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Do You Need to 


STRENGTHEN YOUR ORGANIZATION? 


Executive . . . energetic, capable, with 
broad background in business and sales 
management, advertising, merchandising, 
engineering and economics. Unusual ana- 
lytical ability. Experienced chief copy- 
writer, account executive and plans man. 
Industrial and consumer fields. Personable. 
41. Pleasant. Co-operative. Family. Avail- 
able at $15,000. Box 7237, ADVERTISING 


AGE, 100 E. Ohio St., Chicago II, Ill. 


VE ADVERTIS. ARKET PLACE 
lac cord -dixcounts. moullinic iasertions. over inches app'y on display 

| 

| 

: | 
| 
- 
display any product. 

4 Samples on Request 

EE 
| | 
eee 
: 
Box 9918, ADVERTISING AGE 
i 100 E. Ohio St., Chicago 11, Ill. : is 

Na 
Fir 

| 

Str 

| A 

| 

| 

| 

| 


FR 


- 


NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


[) One Year at $3.00 (| Two Years at $5.00 [| Three Years at $6.00 
(] Payment enclosed [7] Bill me later [7] Bill my firm 


Title. 
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NEW SERIES—Sports subjects illustrate a 
new campaign in business papers for New 
England Collapsible Tube Co., New Lon- 
don, Conn., placed through -its newly 
appointed agency, Anderson-McConnell 
Advertising Agency, Hollywood, Cal. 


Swiss Watch Imports 
Force Waltham Co. 
to Ask Court Aid 


WALTHAM, Mass.—Competition 
from large-scale imports of Swiss 
watch movements was blamed 
last week for the announcement 
by 99-year-old Waltham Watch 
Co. that it has laid off most of its 
2,300 employes and has filed a 
petition for reorganization in Bos- 
ton federal court. 

With Elgin and Hamilton, Wal- 
tham is one of the “Big Three” 
United States companies which 
make their own movements. 

The layoff was made pending 
completion of plans for new finan- 
cing, said Paul B. Johnson, pres- 
ident, treasurer and general man- 
ager. The court was asked to ap- 
point a trustee to keep the bus- 
iness going and to protect cred- 
itors. Mr. Johnson believes that 
the company is financially sound. 

Waltham conducted an exten- 
sive pre-Christmas magazine cam- 
paign through Kastor, Farrell, 
Chesley & Clifford, New York. In 
addition to campaigns by indi- 
vidual American manufacturers 
which use the Swiss movements, 
their sale has been supported in 
the last few months by a $2,000,- 
000-a-year campaign by the 
Watch Makers of Switzerland, 
through Foote, Cone & Belding 
International. 


Seattle Jr. Adclub Elects 


The Seattle Junior Advertising 
and Sales Club has elected Ralph 
Umbarger, of Rarig Motion Pic- 
tures, president for 1949. Other 
officers are: Glenn Ballantyne, 
University of Washington, Ist 
vice-president; Don Kraft, Don 
Kraft Advertising Service, 2nd 
vice-president; Kay Glueck, Fred- 
erick E. Baker & Associates, sec- 
retary, and Marilyn Druck, Uni- 
versity of Washington Bureau of 
Business Research, treasurer. 


Flooring Group to Meet 


The annual meeting of the 
Maple Flooring Manufacturers As- 
sociation will be held at the Black- 
stone Hotel, Chicago, Jan. 28. The 
advertising committee will meet 
‘at the Blackstone on Jan. 27 to 
complete plans for trade publica- 
tion advertising, trade promotion 
and publicity activities for 1949. 


Pertecttorm Appoints Lane 


Perfectform, Inc., manufacturer 
of lingerie, has appointed Lane 
Advertising Agency, New York, to 
handle its advertising. Magazines, 
trade publications, newspapers 
and direct mail will be used for a 
campaign directed to the larger- 
size woman. 


Alan Young to Plug Tums 
Alan Young’s new show, which 
will start Jan. 11 at 8:30 p.m., 
EST, over NBC, will be sponsored 
by Lewis Howe Co., St. Louis. 
Tums is the product and Roche, 
Williams & Cleary the agency. 


Jan. 17-19. Newspaper Adver- 
tising Executives Association; an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-25. Advertising Assoc- 
iation of the West, midwinter con- 
ference, Mar Monte Hotel, Santa 
Barbara, Cal. 

Jan. 24. 1949 Television Film 
Conference, Biltmore Hotel, New 
York. 

Feb. 14-15. Inland Daily Press 
Association, 65th midwinter meet- 
ing, Congress Hotel, Chicago. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-29. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 20-21. International Affil- 
iation of Sales and Advertising 


‘tising Association, annual confer- 


Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. - Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Texas. 

Sept. 21-23. Direct Mail Adver- 


ence, Congress Hotel, Chicago. 


Gevaert Appoints Kerston 


Gevaert Co. of America, Inc., 
Williamstown, Mass., sensitized 
photo products, has appointed 
Kerston Industrial Advertising, 
New York, to handle its adver- 
tising. Business papers, direct mail, 
catalogs and displays will be used. 
The agency has moved to new 
quarters at 25 Vanderbilt Ave. 


Admen Elect Griffiths 


At the inaugural meeting of the 
Advertising and Sales Club of 
Belleville, Ont., A. J. K. Griffiths, 
service manager of the Northern 
Electric Co., was elected president, 
and Frank C. Murray, of Station 


have formed an advertising agency, 


Start Rehbock-Hollinger 


Sig Rehbock, former sales pro- 
motion manager of Thomas An- 
derson, Inc., and former account 
executive with Norman A. Mack 
& Co., New York, and Herman 
Hollinger, formerly with Warner 
Brothers Pictures, New York, 


Rehbock-Hollinger, with offices at 
130 W. 42nd St., New York. 


RTSL Promotes Hoag 

Robert Hoag, 
functioning as television sales co- 
ordinator for Station KTSL, Hol- 
lywood, has been named sales man- 
ager. 


Appoints Rumrill Agency 

Charles L. Rumrill & Co., Roch- 
ester, N. Y., has been named to 
handle the advertising of Niagara 
Filter Corp., Buffalo. 


who has been 


Fellman Boosts Jacobson 


John Jacobson, copy chief of 
Leonard Fellman & Associates, 
Philadelphia, has been promoted 
to account executive. He will have 
charge of the following accounts: 
Pennsylvania Range Boiler Co., 
L. W. Foster Sportswear, Sea- 
board Seed Co. and Cutler Metal 
Products Co. 


MYSTIK 


CJBQ, vice-president. 
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California Wine 
Group Aims Drive 
at ‘Special’ 62% 


San Francisco—California’s 
wine marketers are launching a 
new campaign aimed primarily 
at the 62% of American people 
who use wine only occasionally or 
not at all, though they have no 
prejudices against it. 

Daily newspapers in major 
communities and national mag- 
azines will be used by the Wine 
Advisory Board during 1949 in 
its efforts to make regular wine 
users of the 34% who now use 
wine occasionally and the 28% 


of non-users. 

The magazine schedule includes 
Collier’s, Cosmopolitan, Life, Red- 
book, Sunset, True Confessions 
and True Story. The board will 
employ full-page advertisements, 
both color and black and white, 
and small memorandum-type ads. 
Each will accent a particular type 
of wine and its uses, and will seek 
to drive home three basic facts 
about wine—that its serving is 
simple, easy and economical. 


ws The board’s new campaign is 
based on a “platform” outlining 
the principal objectives of the 
industry’s advertising and point- 
ing up survey findings which show 
that the big gains in wine con- 
sumption during the past ten 
years have been largely among 
the families buying and using wine 
every week. This group, says the 
board, is about 21% of the total 
population. Of the remainder, 34% 
consume wine three times a year, 
28% buy no wine but have no 
religious or other prejudices 
against the product, and 17% are 


TEACHERS WILL TALK! 


demand the products you sell 


for classroom instruction... 
thru the pages of— 


JUN FO R 


read and used by 20,000 


pre-school and primary teachers 


—a total exchange readership of 80,000 


Write for details —Dept. 1024, 538 S., Clark, Chicago 5 
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WINE ADVISORY BOARD ADVERTISING OBJECTIVES 


IN TERMS OF HABIT 


THE MARKET AND PROSPECTS 
(CLASSIFIED IN ORDER OF IMPORTANCE ) 
MS PRIMARY TARGET 


BOARD CITES AlIMS—Objectives of the Wine Advisory Board’s 
1949 campaign are shown in the chart and outlines above. 
Future copy will be directed primarily toward the 62% of 


UTILIZING 


SPECIFIC TYPES OF 
WINE FOR SPECIFIC 
USES TO IMPLEMENT 

SIMPLICITY STORY 


SUPERIORITY OF THE 
WINES OF CALIFORNIA Wa 


product. 


American families which use wine only occasionally or not at all, 
though they have no religious or other prejudices against the 


non-users because of religious and 
other reasons. 

Ads in the 1949 series will show 
specific types of wines for specific 
uses, both in entertaining and in 
everyday use, and there’ll be a 
background plug for the “recog- 
nized superiority” of California’s 
wines. These wines have doubled 
their sales since 1938, the board 
declares. 


Ad Bureau Appoints 
Hassinger Western Manager 


Dent Hassinger, acting western 
manager since Nov. 1, has been ap- 
pointed western manager of the 
Bureau of Ad- 
vertising, Ameri- 
can Newspaper 
Publishers Asso- 
ciation, making 
his headquarters 
in Chicago. 

‘Mr. Hassinger 
joined the bureau 
in December, 
1939, aud has 
been with the 
Chicago office 
continuously ex- 
cept for a three- 
year absence when on active duty 
with the U. S. Navy as a public 
relations officer. Before coming to 
the bureau, he was for 14 years 
an advertising representative of 
Popular Science Monthly, Macfad- 


Hasssinger 


Dent 


den Publications and Collier’s. 


If you’d rather tap markets 

than tap dance, it’s the one on the right. 
He’s the Better Homes & Gardens: 
reader, with an income among the 
highest for all big magazines. 

He spends it on everything that goes into 
good homes. 100% service on 

better living is the magnet that draws him 
and his wife to BH&G every month. 

Is your story there when 

they’re getting ideas and information? 


America’s First Service Magazine 


and Gardens 


ATion 3,000,000 


Benedicts Drop 
Pajama Bottoms, 
‘Argosy’ Shows 


NEw YorK—A further look at 
American men, omitting the de- 


tails Kinsey uncovered, was re-' 


leased last week by Argosy, ern- 
titled crisply, “Survey of the Man 
Market,” and reporting such little 
known facts as: 73% do not wear 
garters, 60% do not wear suspen- 
ders, and 53% do not wear hats 
in summer. 

Also, men prefer shirt collars 
with a narrow spread, barrel cuffs, 
white shirts, undershirts without 
sleeves, and they sleep in both tops 
and bottoms of the pajamas. But 
more unmarried men wear bot- 
toms only, and more married men 
wear tops only. 

Men prefer blue suits, brown 
next, and double-breasted suits 
were liked almost as well as single 
breasted. Some 40% of the men 
shave at least once a day, 30% 
three times a week or less, one- 
third have owned an electric ra- 
zor at some point but only 11% 
use electric razors regularly now. 
Cream or soap with brush is pre- 
ferred to brushless cream, and 
lotions. Hair preparations were 
used regularly by 32%, cream type 
preferred. Some 28% regularly use 
mouthwashes, 22% use deodorants 
regularly (58% of users use the 
same kind as the women of their 
household). 


m Wrist watches are carried by 
53%, 93% carry a wallet or bill- 
fold, 44% carry a tie clip, 34% a 
key case, and 25% a key chain. 

Argosy also reports with glee 
the buying practices of men. A 


majority of them buy their own 
haberdashery, razor blades, face 
lotion, hair preparations, deodo- 
rants and alcoholic beverages. 

The survey, made for Argosy by 
Crossley, Inc., is the first of a 
series of continuing studies. It also 
reported on possessions, and Cros- 
ley found: 79% own life insurance, 
62% an automobile, 58% an elec- 
tric refrigerator, 46% a vacuum 
cleaner, 26% an automatic wash- 
ing machine, and 25% a radio 
phonograph combination. 

Only 0.8% had a TV set, 4.2% 
an FM set, and 3.3% an electric 
blanket. On the other hand, 5.5% 
and 5.7%, respectively, owned a 
movie camera or a home freezer. 


To Rochester & Porter 


Rochester Business Institute and 
Caldwell Mfg. Co., Rochester, N. 
Y., clock spring and spiral sash 
balances, have appointed Roches- 
ter & Porter, Rochester, to handle 
their advertising. R. B. I. will use 
newspapers and direct mail and 
Caldwell will use business papers 
and direct mail. 


Appoints de Berardinis 


Michael N. W. de Berardinis; 
formerly in the sales promotion 
and advertising department of 
Westinghouse Electric Corp., has 
been appointed manager of sales 
promotion and advertising of Firth 
Sterling Steel & Carbide Corp., 
McKeesport, Pa. 


‘Daily News’ Ups Gattoni 


Dante A. Gattoni has been pro- 
moted to assistant director of ad- 
vertising of the Daily News, Miami, 
Fla. He will continue his duties 
as national advertising manager. 


Sam Reckefus Retires 

Sam. S. Reckefus has retired 
after 30 years with Osborn, Sco- 
laro, Meeker & Scott. He has 
worked as a newspaper represent- 


ative in Chicago, New York and 
Philadelphia. 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


Our service includes: 
Sales Promo- Daily List Maintenance! 


ABC Statements. Micro-rec- 
ords and Correspondence! 


© Regular Renewal Follow-up! tributi 
Want more information? Write or call: 


©@ Addressing and Complete 
Fulfillment Service! 


Many progressive publishers of paid 
or controlled publications have dis- 
covered that this complete circulation 
service produces amazing results, re- 
lieves them of all worry, reduces ex- 
penses, and puts their magazine in 
a top competitive position. 


Corp 


538 South Clark Street, Chicago 5, Illinois 
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Skouras Sees 
Video Linking 
Theater World 


Predicts Television Will 
Change Entire Operation 
of Amusement World 


New Yorx—Thousands of the- 
aters simultaneously presenting 
films, special events, concerts and 
live talent through the medium of 
television were envisioned by 
Spyros Skouras, president of 
Twentieth Century-Fox Film 
Corp., in a speech made during a 
television seminar of the Radio 
Executives Club here Dec. 30. 

When television sets are in- 
stalled in concert halls and the- 
aters then television, radio and 
motion pictures will all be one, 
the film executive predicted. There 
will be national first night open- 
ings, Mr. Skouras said, assuring 
theater exhibitors that their busi- 
ness would be two to three times 
better than it is today. 

Mr. Skouras sees television as 
the ultimate development in the 
amusement world, but before that 
time the new medium will give 
motion pictures many headaches 
and radio many stormy periods. 
“We are dealing with a mighty 
giant. It will plague us and upset 
us,” Mr. Skouras said. “But when 
it develops, not only will it affect 
the amusement world but the fu- 
ture of the human race.” 


ws He told the radio executives 
that the motion picture industry 
and radio will feel the impact and 
growth of television and there-will 
have to be an adjustment period. 
However, he emphasized that he 
does not think television will de- 
stroy motion pictures and radio, 
and said video will give motion 
pictures its greatest impetus since 
the introduction of sound. 

Mr. Skouras pointed out that 
theater television plans will be 
greatly upset if home television is 
put on a toll basis which would 
cost set owners a fee to see first- 
run pictures. If this toll does not 
go through, he said, home enter- 
tainment will not equal that where 
admission is charged. 

Twentieth Century-Fox is now 
working with Radio Corp. of Am- 
erica in the devolopment of the- 
ater television, Mr. Skouras said. 
The film company has applications 
pending for five television stations 
and recently bid for the American 
Broadcasting Co. 


a Richard W. Hubbell, head of the 
television consultant company 
bearing his name, and moderator 
of the seminar, told the REC there 
are now 49 commercial television 
stations and two more which be- 
gin operations this month in Hous- 
ton and Los Angeles. As of Jan. 1, 
Mr. Hubbell reported there were 
73 construction permits, of which 
50 will be on the air in 1949, he 
predicted. 

There are now more than one 
million television sets, he said, and 
837 television sponsors. However, 
Mr. Hubbell commented, the main 
problem of the future growth of 
television is need for additional 
channels. 

Ewell K. Jett, vice-president in 
charge of television operations of 
the Baltimore Sun papers and 
WMAR-TV, Baltimore, told the 
luncheon guests the Baltimore Sun 
dropped its application for an AM 
station in Baltimore after the con- 
struction permit had been granted 
“because we prefer to concentrate 
on television and FM at this pres- 
ent time.” 


ws However, Mr. Jett said, “we 
don’t think AM is a dead duck— 


it’s the only profitable broadcast- 
ing service now in existence.” He 
reported that the Baltimore Sun’s 
recent project of installing FM on 
streetcars and buses will be ex- 
panded and said that some day 
the paper hopes to install a fac- 
simile news service on the ve- 
hicles. He reported that in a recent 
survey of passengers, 95.6% said 
they enjoyed the music and news 
service. 

Mr. Jett said there are 35,000 
television sets in Baltimore and 


predicted there will be 85,000 by 
the end of 1949. 

One year ago the National 
Broadcasting Co. had nine adver- 
tisers on its television network and 
now has 30 sponsors using the net- 
work with more to come soon, 
Carleton Smith, director of tele- 
vision operations of the network, 
told the REC. 

Of the 15 hours red on 
NBC television each weck, nine 
are sponsored by advertisers not 
using the network’s AM facilities. 


The remaining 40% of the time 
bought on NBC television is by 
NBC advertisers using additional 
budgets, he reported. 


Appoints Dufine-Kaufman 


Speed Products Co., Long Island 
City, maker of stapling machines, | y 
has appointed Dufine-Kaufman, 
New York, to handle its adver- 
tising. 


Storecast Names Reynolds 
Eddie Reynolds, formerly press 


agent for “Ladies Be Seated” and 
“Hint Hunt,” has joined the Chi- 
cago staff of Storecast Corp. of 
America as sales promotion di- 
rector. 


“SALES INCREASED 50% 


ith our attractive Coleman-Pettersen 


Wire Display Stands!"’ 
as stated by A Herschman, Adv. Mgr. Anchor 
Rubber Products Co., Cleveland, Ohio. Coleman- 
Pettersen provides o ‘complete wire display design 
and development service. Write for illustrated 


circular. 
COLEMAN-PETTERSEN CORP., 2132 St. Clair Ave., 
Cleveland 


4, 


e CIRCULATION? Largest circulation of any 
daily evening newspaper in the West. 


al. 
g, ~~ 


e LINAGE? Leads all Los Angeles dailies 


in total display with 10,368,240 lines 


in first 10 months of 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


1948. 


INC. 
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Schreier Joins Hilton 


Harry R. Schreier, for the past 
seven years a vice-president of 
L. E. McGivena & Co., New York, 
has joined Peter Hilton, Inc., New 
York, as vice-president and ac- 
count executive. 


White Reappoints Fleener 


Lon A. Fleener, assistant to the 
regional manager on the West 
Coast, has returned to his former 
position as sales manager of the 
wholesale division of White Motor 
Co., Cleveland. 


Coles Cranes Names Fischer 


Edgar Walter Fischer Advertis- 
ing, Chicago, has been named to 
handle the advertising of Coles 
mobile cranes for Coles Cranes, 
Inc. Trade publications will be 
used. 


Lambert Transfers Morrill 


Stanwood Morrill, vice-presi- 
dent in charge of sales and ad- 
vertising of Lambert Pharmacal 
Co., has transferred his head- 
quarters from St. Louis to 9 
Rockefeller Plaza, New York. 


Ragent Joins Gerth-Pacific 


William A. Ragent, who has 
been operating his own agency in 
Stockton, Cal., as William Ragent 
& Associates, has joined forces with 
Gerth-Pacific Advertising Agency, 
San Francisco and Hollywood. 


Gutman Names Freiberg 


Stephen Freiberg, formerly as- 
sistant advertising manager of 
Crown Overall Mfg. Co., Cincin- 
nati, has been named head of the 
radio department of Leo Gutman 


Advertising Agency, Cincinnati. 


lhe Creative Mans Corner 


Perhaps nowhere does sincerity of intent show up—or fail 
to show up—more noticeably than in institutional advertis- 
ing. In a product advertisement, an advertiser—or his agen- 
cy, or the copywriter on his account—can stray several 
yards from the strictly accurate; can indulge even in what 
has been called “trade puffery.” But not repeat not in in- 
stitutional advertising. 

Here are two good examples of this inescapable fact. Erie 
Railroad takes a pretty dull subject—road maintenance—and 
makes it unusually in- 
teresting through an 
excellent and very hu- 
man-sounding caption. 
It goes so far as to 
brag about what it is 
doing on its road—but 


SAN DIEGO 
the UNION and 


TRIBUNE - SUN 


will put your product 
out in front 


Put the power of concentration into your San Diego adver- 
tising campaign. Get more results from /ess dollars in 
Southern California’s 2nd city. Pick the winner in 
San Diego... morning... evening... Sundays... Pick 
the Union and Tribune-Sun! 


Ask the West-Holliday man! 


UNION and TRIBUNE-SUN 
Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York Chicago Denver Seattle Portland San Francisco Los Angeles 


Economical FULL COLOR 
WINDOW DISPLAYS, BLOW-UPS, 
COUNTER CARDS — 


By Photo Gelatin, No-Screen, Process 
bic: cae, in Editions from 100 to 5,000 © 


happy family.” 


the matter. 


Only in the matter of an appeal, a copy appeal, has it become 
primary. At least in this Corner’s opinion. 

Talking of Jones & Laughlin management and employes 
as a “team” seems a mistake, too. This term gave up the 
ghost of conviction along with its companion term, “just one 


This is not to question Jones & Laughlin motives—far 
from it. The company is undoubtedly just as anxious as any 4 
company to show and demonstrate the widespread benefits 
of individual and private enterprise. But by, apparently, 
forsaking forthrightness for a presumed effective “appeal,” 
the result seems much less believable and considerably less 
convincing than the Erie’s much more modest effort. 

Again—in this Corner’s opinion, it’s a sure bet that Jones 
& Laughlin—and its agency—have a much different view of 


to the peuple on whet & Loughin deing produce ond beter steal Jal 


NES LAUGHLIN STEEL 


in a most unobjection- 
able manner, because 
it is at least forthright ° 
bragging. 

Jones & Laughlin, 
on the other hand— 
with a much stronger 
story to tell—falls 
down with a sickening 
thud through the use 
of a device deemed to 
be popular: service to 
the nation. It is quite 
obvious, however, that 
if Jones & Laughlin 
weren’t chiefly inter- 
ested in its own future 
(and why shouldn’t it 
be?) it wouldn’t un- 
‘dertake a $210,000,000 
improvement program. . 
It is equally obvious 
that the future of the 
country was a second- 
ary consideration (and 
why shouldn’t it be?). 


French Joins Transit Radio 


Carlin S. French, formerly gen- 
eral manager of radio of Lorenzen 
& Thompson, Inc., Chicago, news- 
paper representative, will join the 
Chicago office of Transit Radio, 
Inc., on Jan. 10 to assist Frank E. 
Pellegrin, national advertising sales 
manager. 


Saxton Starts Own Business 

H. Ellis Saxton has resigned as 
promotion director of Station 
WISN, Milwaukee, to go into 
business for himself as a promotion 


consultant. 


Hosiery Firm Names Maidman 


Lea Maidman, former director of 
Post War Institute, New York, has 
been appointed fashion coordinator 
and director of sales promotion and 
publicity of Sanson Hosiéry Mills, 
Darby, Pa. She will make her 
headquarters in New York. 


Dissette Leaves Walker 


Eunice Dissette has resigned as 
promotion manager of Walker & 
Co., Detroit. She had been with 
the company for the past five 
years. Miss Dissette’s successor will 
be announced later. 
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Home Listeners 
Get Chance to Play 
on Eversharp’s Quiz 


New YorK—Home listeners now 
get a chance to play “Take It Or 
Leave It” with Eversharp. 

Garry Moore will call four home 
contestants, who won’t qualify for 
the $64 questions but will stand by 
for the jackpot for which studio 
competitors are ineligible. Both 
ends of the phone conversation 
between Mr. Moore and the home 
contestants will be heard over the 
air. Each call will cost Eversharp 
$80 for installation plus 10¢ a 
mile for the use of the American 
Telephone & Telegraph Co. lines. 

“We are going to set up the big- 
gest party line in history,” Mar- 
tin L. Straus II, chairman of the 
board and creator of the $64 ques- 
tion, said. ‘We have requests from 
thousands of radio listeners to ap- 
pear on ‘Take It Or Leave It’ and 
now they will get their chance as 
part of the listening audience.” 

Mr. Moore will continue the 
practice of calling one hospitalized 
veteran each week. However, in 
future listeners will be able to 
hear what he says to Garry as well 
as vice versa. Veterans will try for 
the $64 questions and the jackpot. 

“Take It Or Leave It” is heard 
Sundays at 10 p.m., EST, over 
NBC. 


Meets $1 Billion Bond Goal 


The New York state office of 
the U. S. Treasury Department’s 
savings bond division reports that 
it probably reached its goal of 
$1 billion in bond sales in 
the state. For the first 11 months 
of 1948, sales of series E, F and G 
bonds were $929,671,000, com- 
pared with $778,332, 000 for a sim- 
ilar period of 1947, a 25.9% gain. 


Six Join AFA 


The following have joined the 
Advertising Federation of Amer- 
ica, New York: Singer Sewing 
Machine Co., New York; Luckoff, 
Wayburn & Frankel, Detroit; Ray- 
mond R. Morgan Co., Hollywood; 
Lancaster Outdoor Advertising Co., 
Lancaster, Pa.; Mosby’s, Inc., 
owner of KGVO, Missoula, Mont. 
and Snyder & Black, New York. 


Compton Advances Morgan 


Brewster Morgan has been 
named manager of the radio and 
television program department of 
Compton Advertising, New York. 
Lewis Titterton,” vice-president, 
heads the department. Mr. Morgan 
formerly was in charge of new 
programs for Compton. 


Gets Pencil Account 


Joseph Dixon Crucible Co., Jer- 
sey City, N. J., has appointed 
Fletcher D. Richards, Inc., New 
York, to handle advertising of 
pencil products. 


Lewis Heads New TV Dept. 


Stephen P. Lewis, radio director 
of Deutsch & Shea, New York, has 
been named head of the agency’s 
newly created television depart- 
ment. 
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Break Ist Drive 
for Clearview 
Building Visors 


DaLLas—Pioneering in a field 
still largely undeveloped, Outside 
Venetian Blind Co. has launched 
the first national advertising cam- 
paign for its all-aluminum Clear- 
view visors for windows, doors, 
porches and breezeways. 

Half pages in the January House 
Beautiful and February Architec- 
tural Forum are opening the con- 
sumer drive, which is being sup- 
ported with business paper space. 
Newspapers have been used in- 
creasingly since the company 
built its first metallic venetian- 
type blinds 12 years ago, but radio 
tests have achieved slight returns 
thus far, according to Marco Ren- 
shaw, advertising manager. 

Distribution up to now has been 
largely in the southern and south- 
western states, where longer sum- 
mers and the fiercer sun glare 
create a particularly receptive 
market for the outside blinds, but 
the firm plans a greater selling 
effort in the North this year. Two 
new models have been added to the 
1949 line. 


a Clearview, a patented “5-in-1 
visor,” will be promoted with a 
five-pronged selling argument, 
starting with the basic fact that 
the buyer gets a smart outside ve- 
netian blind for the home, office 
building or store. In addition, its 
maker says, the visor is also a 
cool awning; dependable storm 
shutter; a prowler guard, and ven- 
tilation-and-light control. Its in- 
terlocking louvers block out driv- 
ing rain while admitting fresh air. 

The company, which now em- 
ploys about 1,000 people in the 
various manufacturing, sales and 
service branches, built a new 40,- 
000-square-foot plant last year at 
Fort Lauderdale, Fla., in addition 
to its main plant and home office 
here. Branches are operated in a 
dozen other cities and others are 
being added. Since it pioneered 
the field in 1936, originally head- 
quartering in Oklahoma City and 
then moving here, it boasts of 
more than 300,000 installations of 
these visors or “jalousies.” 


a Many architects, says Mr. Ren- 
shaw, have been won over to the 
decorative value of the blinds. 
During the current period of high 
building costs, the company has 
been promoting their usefulness as 
all-weather siding and enclosures 
that help convert open porches 
and breezeways into extra “gay 
rooms.” 

One installation was completed 
recently for the new Joske’s store 
in Houston, where, in remodeling 
the old Foley department store 
building, Clearview venetians 
were placed, for appearance’s sake, 
on some openings which actually 
had no windows. 

Grant Advertising, Dallas, re- 
cently was appointed to handle the 
account, with Sam W. Hepworth, 
vice-president in charge of the 
office here, as account executive. 


Oliver Brothers to Gelula 


Oliver Brothers, Philadelphia, 
uniform manufacturer, has placed 
its advertising with Abner J. Gel- 
ula & Associates, Philadelphia. 
Beginning this month, a campaign 
will be launched for shrinkproof 
baseball uniforms. Trade publica- 
tions and direct mail will be used 
exclusively. 


Chet-Boy-Ar-Dee Ups Bowman 


Luther K. Bowman, former di- 
rector of purchases of the Chef- 
Boy-Ar-Dee division of American 
Home Foods, Milton, Pa., has been 
named general manager of that 
division, succeeding E. J. Fitz- 


patrick, who has resigned. 


RCA Secretive About 
16-inch Tube TV Receiver 


Radio Corp. of America, Cam- 
den, N. J., has maintained a dis- 
creet silence on the subject of its 
new 16-inch metal tube receiver, 
which reportedly will sell for less 
than $500—a marked reduction for 
that size picture. The receiver was 
officially unveiled Jan. 3 at a 
showing in Chicago. 

The trade generally expects this 
RCA receiver to start a downward 
trend in TV set prices. Prevailing 
prices of upwards of $325 for 10- 
inch sets will be too close for com- 
the new 16-inch model, it 
is felt. 


Joins MacDonald-Cook 


Len Hofmann has been ap- 
pointed head of the new business 
department of the South Bend of- 
fice of MacDonald-Cook Co. From 
1938 to 1944, he was assistant to 
the vice-president in charge of 
sales, advertising and public re- 


Jersey Used Car 
Dealers Use TV 
to Publicize Ethics 


New Yorx—tThe Little Ferry 
Automobile Association of New 
Jersey is sponsoring a series of 
college basketball games over 
WPIX, the Daily News station. 

Eight games remain on the 
schedule which ends March 4. 
Time was bought through Flint 
Advertising Associates. 

Jack Cannova, president of the 
association (22 used car dealers), 
said the telecast will be used to 
publicize the code of ethics re- 
cently adopted by the group to 
combat unfair practices in the used 
car industry. He describes Little 
Ferry as the “Used Car Capital of 
America.” 


land, Ore., to direct its adver- | 
tising. Ads will appear in Ameri- 
can Builder, American Lumber- 
man & Building Products Mer- 
chandiser, Building Supply News, 
California Lumber Merchant, Gulf 
Coast Lumberman, Retail Lumber- 
man, Timberman, Veneers & Ply- 
wood, Western Building, Wood 
and Wood-Working Di- 
gest. 


Changes Price Setup in Ads 


Stromberg-Carlson Co., Roches- 
ter, has announced that this year 
its television sets, like those of 
other set manufacturers, will be 
advertised at the retail figure, 
plus tax and installation. Previ- 
ously the tax and installation had 
been included in the advertised 
price. 


in chicago 


TRANSCRIPTION MASTERS + REFERENCE RECORDING 


GENUINE 


63¢ 


in 100 to 900 QUANTITIES | 


lations of, South Bend Bait Co. Names Smith end over 
an or e p wo years as ia ywood Mills, Inc., 
been in the wholesale and retail Eugene, Ore. has named Simon 
j 
YOUR PRODUCT RANK Kod 
at the Consumer Level, in Ten rae 
> of America’s Major Markets? 


A STUDY MADE BY ALFRED POLITZ PROVIDES THE ANSWERS 


Trained interviewers of Alfred Politz Research Incorporated called on 5,454 homes in the 
corporate city areas of Albany, Baltimore, Boston, Chicago, Detroit, Los Angeles, New 
York, Pittsburgh, San Francisco and Seattle. The same high standards in marketing research 
by which Mr. Politz gained national fame were employed, including his newly 
developed technique to account for not-at-homes, which won for him the top American 


Marketing Association Award in 1948. 


Here are the subjects 
the study includes: 


HERBERT W. BEYEA, 


General Manager 


HEARST 


: SERVICE 


Chicago Herald-American 
Seattle Post-Intelligencer 
San Francisco Examiner 


Representing: 
Albany Times-Union 
Boston Record — American Advertiser 
New York Journal-American . Pittsburgh Sun-Telegraph 
Baltimore News-Post American Detroit Times 


This 52-page report will be personally 
presented to interested parties through any of the Hearst Advertising Service offices. 


959 EIGHTH AVENUE 
NEW YORK 19, N.Y 


Offices in principal cities 


Los Angeles Examiner 
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Auth Appoints Lindsay 

Lindsay Advertising Agency, 
New Haven, Conn., has been 
named to handle the advertising of 
Auth Electric Co., Long Island 
City, N. Y. Auth manufactures 
electrical signaling, communica- 
tion and protective equipment. 
Trade publications, direct mail 
and catalogs will be used. 


Comics, Kids and 
Admen Add Up to 
Big Social Event 


(Pictures on Page 33) 

New Yorxk—‘“How to Have All 
Kinds of Fun and Still Make Your 
Sales Point” might well be the 
title of the annual Christmas fes- 
tivities developed by Metropolitan 
Group. 

For years, Metropolitan has 
played host at a Christmas party 
for advertising and agency men, 
using famed comics artists and 
authors as the entertainment lure. 
Three years ago it decided to ex- 
pand the party in its most logical 
direction—to ‘invite not only the 
admen, but their wives and child- 
ren. 

So on Dec. 29, 1,200 guests, in- 
cluding many of advertising’s top 
brass, and also including 460 
children aged 3 to 18, gathered in 


the grand ballroom of the Wal- 
dorf-Astoria to attend Metropoli- 
tan’s third annual “Kids’ Party.” 
Ten of the nation’s top comics art- 
ists did individual chalk talks and 
then put on a four-part vaudeville 
skit, with Rube Goldberg acting 
as master of ceremonies. 


s Performing for the kids and 
their equally interested elders 
were Walter Berndt (Smitty); 
Martin Branner (Winnie Winkle) ; 
Ernie Bushmiller (Nancy) ; George 
Clark (The Ripples); Gus Edson 
(The Gumps); Harold Gray (Or- 
phan Annie); Harry Haenigsen 
(Penny); Bill Holman (Smoky 
Stover); Al Posen (Sweeney and 
Son); and George Wunder (Terry 
and the Pirates). 

The final touch was provided 
when the artists retired to indi- 
vidual booths around the ball- 
room and autographed their own 
pages in a special full-color “Metro 
Comics Calendar” for 1949 which 


was especially developed for the 
event. 

Metro ran full-page tie-up ads 
for the party on the back pages of 
the New York Times and Herald 
Tribune the day of the event. 
Reportedly spending $10,000 on 
the ‘event, Metro thinks it got its 
money’s Worth. So do 1,200 admen, 
their wives and offspring. 


Burke Golf Names Swink 
Burke Golf, Inc., Newark, O., 
manufacturer of golf clubs and 
accessories, has named Howard 
Swink Advertising Agency, Mar- 
ion, O., to direct its advertising. 
Magazines and trade publications 
will used, supplemented by 
direct mail and dealer sales aids. 


Kaustine Names Rumrill 

Charles L. Rumrill & Co.,, 
Rochester, N. Y., has been ap- 
pointed to handle the advertising 
of Kaustine Co., Perry, N. Y., 
manufacturer of tanks, furnaces, 
and septic tanks. 


And Faxminster Faubusson is a fellow who . 


has both feet 


on the ground. It’s like this: 


Floorwear by Faubusson, in Spring Flower 
Patterns, with the Pillowy Pile—that’s his 
line. You’ve seen those gaga glammer pages 
in the Sunday gravure, ads that make girls 


ache to walk 


For years FF griped because gravure sections 


couldn’t give 


barefoot on the stuff... 


out advance proofs. Pallid offset 


and murky monotone facsimiles just couldn’t 


pre-sell the Faubusson advertising to the trade! 


Last month FF heard that Intaglio 
produced advance color preprints in genuine 
gravure. He didn’t really believe it... Well, 
Miss Fleuterheimer has just flashed the first 
Intaglio pre-print. And FF between giggles 

gibbers “Murder, simply mur-rr-der”... 


eaning what those pre-prints’ll do to buyers! 


Nothing much, really, It’s all done with 


our new web-fed gravure proving press. We use 
it to produce full-color, high fidelity gravure 
proofs to show the boys in the publication 
pressrooms the reproduction expected. Prints 
tabloid pages two up, standard magazine pages 
four up. Makes it possible to merchandise 
gravure ads as never before, and pays off big. 
Intaglio, in case you didn’t know, is the 
original gravure service organization. Takes 
over all the production of gravure, editorial or 
advertising, supplies copy to gravure printers 
and assures better, pleasing reproduction 
everywhere!... Three modern plants, New York, 
Chicago and Detroit—with night and day 
shifts—assume full responsibility ... save time, 
temper, charges! . . . Just say —“Intaglio, it’s all 
yours!” And the advantages will be all yours! 


Entaglio service corporation 
America’s First Gravure & Letterpress Servicers 
NEW YORK: 305 E. 46th St. e« CHICAGO: 731 Plymouth Court ¢e PHILADELPHIA: Land Title Bldg. 
DETROIT: Intaglio-Cadillac Incorporated, 4240 Fourteenth Ave. 
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Point of Origin 
for Magazine Ads 


SOURCE—Magazine Advertising Bureau, 

studying magazine volume for the first 

half of ‘48, found New York advertisers 

placed $70,600,000 or nearly a third of 

all reported by Publishers Information 

Bureau. Figures are given for 13 top 
cities. 


Source by Product 


New York __ - 
Chicago_.._ 
Cincinnati 


VARIATION—Magazine Advertising 

reau data shows advertisers by cities ac- 

count for varying shares of total maga- 

zine advertising. In drugs, Chicago ad- 

vertisers place 11.1% of all such ads, 

but in foods and beverages place 18.6% 
and in general retail 8%. 


Cox, ‘Dayton News’ 
Owner, Buys Rival 


Dayton Newspapers 


Dayton, O.—The Dayton Herald 
and Journal have been bought for 
an undisclosed sum by James M. 
Cox, publisher of the rival Dayton 
News. Mr. Cox also publishes the 
Atlanta Journal; Sun, Springfield, 
O., and the now strikebound Miami 
News. 

Effective today (Jan. 10), the 
Dayton News will be the sole 
evening paper here. The evening 
Journal was published for the 
last time Saturday and today is 
combined with the morning Herald 
as a new morning newspaper, the 
Journal Herald. 

Lewis B. Rock, publisher of the 
Journal and Herald before the sale, 
announced that rising labor and 
newsprint costs had left him no 
alternative but to sell. He pointed 
out that newsprint prices have 
risen from $40 to $101 a ton since 
prewar days. Also, mechanical de- 
partment employes who received 
$2,400 to $2,800 yearly before the 
war now get $5,000 to $6,000. 

The Journal Herald will con- 
tinue to be published in its same 
plant under Dwight Young, former 
editor of the Herald, who has been 
appointed editor and publisher of 
the new morning paper. 

Robert A. Wolfe, advertising 
manager of the News, will direct 
advertising operations of both 
newspapers. 


2ND MIAMI PAPER HIT 

Mrami—The Miami News, which 
has been setting type for the 
strikebound Miami Herald since 
printers on that paper recently 
struck for higher wages, was itself 
a victim of the dispute last week. 
Typographers quit, claiming a 
lockout. The News said the walk- 
out resulted from its assistance to 
the Herald. 

The News continued to get out 
editions, with executives and re- 
porters manning the composing 
room. 
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|TOLEDO SURVEYS 


Jack Benny's 


Green Goes 
to Uncle Sam 


New York—As the Treasury 
Department turned down the Jack 
Benny capital gains deal, Colum- 
bia Broadcasting System here 
revealed that the price for 
the stock and assets of Amusement 
Enterprises, a corporation con- 
trolled by Mr. Benny and bought 
by CBS to get the Lucky Strike 
comedian to shift to Columbia, 
was $2,260,000 (the most popular 
rumored price has been $4,000,- 
000). Of this the famous violinist 
will receive $1,356,000 for his 60% 
of the stock. 

In Washington, the Commiss- 
ioner of Internal Revenue issued a 
statement which obviously was 
inspired by the Benny deal, 
though the comedian was not men- 
tioned. It read: 


s “The tax effect of any business 
transaction is determined by its 
realities. 

“Accordingly, proposals of ra- 
dio artists and others to obtain 
compensation for personal serv- 
ices under the guise of sales of 
property cannot be regarded as 
coming within the capital gains 
provisions of the Internal Revenue 
code. Such compensation is tax- 
able at ordinary income tax 
rates.” 

If this statement stands, Mr. 
Benny’s “capital gains” will be 
taxable at the income rate of 77% 
rather than the 25% hoped for 
when the contract was negotiated. 
Last fall, CBS took over Amos 
’n’ Andy in a capital gains deal, 
which apparently cleared with the 
tax bureau because these fictional 
characters theoretically can be 
continued without their origina- 
tors, Charles Correll and Freeman 
Gosden. 

Mr. Benny’s answer to reports 
from Washington came from Loyd 
Wright, attorney for Amusement 
Enterprises, in Hollywood, who 
said: 


es “Amusement Enterprises is a 
corporation that has been engaged 


‘in the entertainment business. It 


has produced and presented many 
radio shows, including the Ameri- 
can Tobacco Co. spot announce- 
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ment and all elemenfs of the Sun- 
day broadcasts, excepting Mr. 
Benny, who is and has been for 
some years a direct employe of 
the American Tobacco Co.” 
Explaining that CBS had bought 
the stock- of the corporation, Mr. 
Wright said, “The status of Jack 
Benny remains completely un- 
changed. His services as a radio 
artist will continue to be paid by 
his sponsor at the same rate as 
heretofore, and Mr. Benny will, of 
course, pay personal income taxes 
on this income like anyone else.” 
Meanwhile, in New York the 
trade continued to speculate on 
the probability that Mr. Benny’s 
agreement with Columbia had in- 
cluded a provision for an “un- 
favorable” ruling by the Treasury 
Department. One report has it that 
if the Treasury ruling stands, Mr. 
Benny automatically becomes a 
“television consultant” for the 


network, at $200,000 a year. 
Whatever the outcome, it is 
generally believed that the action 
of the department will cool off 
pending CBS deals with other top 
radio names—among them Bing 
Crosby and Fibber McGee and 
Molly. 


Sets Food Distribution Show 


The United States Wholesale 
Grocers Association will hold the 
first food distribution exposition 
at the St. Louis Auditorium, St. 


Louis, May 30-June 1. The exhibits | 


will cover food and allied products, 
office systems, packaging, ware- 
housing, trucking, handling, mod- 
ernization and inventory control. 


Grove Appoints Bloch 

Grove Co., St. Louis, manu- 
facturer of jackets for boys, has 
placed its advertising with H. 
George Bloch Advertising Co., 
St. Louis. 


York Appoints Garceau 
To Newly Created Ad Post 


John S. Garceau, formerly man- 
ager of advertising and sales pro- 
motion of the Capehart and Farns- 
worth divisions 
of Farnsworth 
Television & Ra- 
dio Corp., has 
been appointed to 
a newly created 
position on the 
executive staff of 
York Corp., York, 
Pa., air condi- 
tioning and re- 
frigerating equip- 
ment manufac- 
turer. He will be 
responsible for 
the direction of advertising and 
sales promotion programs for all 
disivions of the company. 

J. Donald Smith will continue 
as advertising manager, a posi- 
tion he has held for the past 
four years. 


John Garceau 
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Stowe Appointed Editor 

William P. Stowe, advertising 
manager of Manager’s Magazine, 
publication of the Life Insurance 
Agency Management Association, 
Hartford, has been appointed edi- 
tor of the magazine. 


WHAT’S GOING ON? 


publicity, for making research and 
market studies, for m com- 
petitive advertising files and de 


yeloping sales 
types 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 
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Two Join Davis & Co. Apparel Group Names Mark | Ralston Purina > 
rector of Ford Motor Co. and more| facturers iation has nam 
recently with Mayers Co., Los An-| Loise Mark & Associates, Milwau- Teleradto Corner 
geles agency, has been appointed | kee, to handle its advertising. One One’ Premium Offer 
art director of Davis & Co., Los An-| of the agency’s chief jobs will be A growing number of local radio stations are going back 
geles. Blanche Tanous, formerly| writing and publishing the “Wis-| Sr. Lovis—The prices on kid’s to the not-so-good-old-days of direct solicitation by staff 
with Lander-Young, has joined | consin “pp —_ News,” for buyers premiums are coming down, as far announcers. Station switchboard operators are blossoming 
Davis as production manager. and manufacturers. as Ralston Purina Co. is concerned. anew as order-taking clerks for high-pressure sponsors. P 
Starting Jan. 21 it will promote None of this is happy news and none of it is surprising. in 
a special “two for one” offer—two The simple truth is that under cover of wartime easy-come- tl 
premiums for the price of one. easy-go and an FCC credo that economics was none of the tl 
= The youngsters will be able to get government’s business, a grand total of over 3,000 AM and Fa 
= FM stations has come into existence. This is political good te 
musical ring, t ad. 
Ralston of hot Retston bow- Chicago has 19 radio stations, the Wash- 
y / sos : ington area 16, Los Angeles has 25. Worcester, Mass., has h 
YY four competitive transmitters, LaCrosse, Wis., three. The e 
i4 y J A ie Da value. looks like an RCA Victor thinly populated state of Idaho rejoices in 20 stations. h 
4 gas ee madel and includes five “reels” The paradox. becomes sharper month by month. On the d 
; a of pictures. The musical ring, a one hand the National Association of Broadcasters’ code is 
15¢ value, plays five musical notes scarcely mentioned, much less policed, On the other hand s] 
like a miniature slide trombone. the FCC has simultaneously licensed three times as many M 
~ T d Interest in the premiums will be stations as before the war and, while pledged to operate in 1 
\) none venereal owe heightened by working them into the public interest, convenience and necessity, a considerable b 
ee ee \ wee the format of the regular Tom cluster of these stations have only the foggiest notion of a 
Mix radio program via Mutual. where their financial sustenance is coming from. Hence the oO 
; a The dual offer will be made, triumphant reappearance of burial parks, psychological re 
beginning Jan. 21, on 500 Mutual counselors, unordained evangelists and all -y rneee ie bi 
~~ stations and in full-color comic local broadcasters are throwing the prestige of radio an e ry 
— eo “=| copy in 45 cities. Special bulletins good repute of their individual call letters behind unashamed te 
= and postcard reminders are going spieling for arthritis, heart, kidney, lung, obesity and den- ce 
out to wholesale and retail grocers, ture-breath cures. o! 
ane x1 Rr => <=] i and a mailing piece has been de- As the seed, so the harvest. If these tendencies go on as 
i ns acai mm |signed to be used as a window during 1949 as during the latter months of 1948, one need to 
\ \ = | streamer and bulletin for dealers. not be a gloom-hanger to foresee another public outcry: 
Gardner Advertising Co. handles which will make the “plug-ugly” furore seem tame. 
. the Ralston Purina account. And this is worth remembering: Among some of the ai 
MU TIP 4 S BY 00 000 . worst offenders today are the newly-licensed broadcasters. ag 
? Retail Clothiers The logic is evident. They have never lived through one of fe 
IN AMERIC A’S 5th FARM M ARKET See S ful ‘49 the periodic explosions of listener wrath. - 
ee ouccess 
se 
Twice each month, 100,000 farmers receive THE DAKOTA —wi in i re 
FARMER... prosperous farmers ...farmers with top income th Hard Selli g ‘Radio Stars & Television Nabisco Boosts Schroeter hz 
and buying power WasHINGTON—The National As-| Joins Modern Group in Feb. |and Boyd; Names Gumpert ve 
es ‘ sociation of Retail Clothiers and : ‘evi Harry F. Schroeter, who joined to 
Your advertising message is read by farmers of the 6 Sire National Biscuit Co.’ New York, 
billion dollar farm market... a market ready to respon for men’s wear “comparable to| Publishing Co's | in 1945, has been appointed media 
and buy. many prior years which have been | starting with the February issues.| director. Previously he was with to 
For the most effective and economical way to reach considered highly Modern Screen, Modern Romances department of to 
: : se THE DAKOTA With men’s wear retailers|and Screen Stories now comprise , . pr 
FARMER the dour to the four billion dollar Dakota |caught between manufacturers| the group. The addition of the ra-| Stewart Boyd, who joined 
intai i io-television publication, 
FARMER the door to the four billion who need to maintain price levels, | dio-tel Peacnten, With! cies manatees hen teem one ex 
farm market. and consumers who demand lower a guished manager 
prices, “Johnny come latelys” who|2°! raise the adv g cereals and dog food products. Mr. ca 
based on a guarantee of 2,400,000. : 
prospered in the easy years will Dell reports that the circulation Boyd was formerly with Lennen Cx 
find that 1949 success requires| was up 325,000 over the guaran- A. wi 
work, integrity, intelligence and|tee during the second half of last “< 
according to Mervin A. Blach,|like the other magazines in the ‘ , 
of the association. group, may be purchased alone. 
Mr. Blach says the men’s wear nts’ Names Smith 
trade will have to appeal to the| Appoints Gray & Rogers oo P. Smith, formerly with ke 
“innate desire of American men to} Gray & Rogers, Philadelphia,| . ,e5 R. Silliman, Inc., as general hil 
be well and properly dressed.’’| has been appointed to handle the manager and treasurer, has been co 
As a goal, he suggests that the| advertising of Bessie V. Hicks named director of sales for Par- or 
men’s wear trade call for “not just | School of Dramatic Arts, Philadel-| ents’ Institute’s promotional comic di: 
minimum wardrobes,” but full] phia. division. bit 
FOR TIME BUYERS ABO wardrobes, with comfortable, ex 
F A R UT colorful clothes for every occa- rit 
| Sion. wl 
: A GREAT MARKET AREA He anticipates price stability ke 
once the consumer market absorbs ne 
sale merchandise. 
Seattle Office of Lunke Be 
James R. Lunke and Craig wi 
Help Make the WWVA Area Maudsley have announced the for- rec 
of a partnership, off 
Maudsley & Associates, with of- ri 
A Prosper ous Ma rket fices in the Joseph Vance building, = 
firm merges the $11 
P P eattle office of James R. Lunke & 
WWYVA has the programming designed to attract Associates and the agency oper- Pande ~ 
ated under the name of Craig 
and hold the ears of the 1,919,351 people who Maudsley, Advestisina Beatile The y $34 
make up the farm population in the WWVA cov- San Francisco office of James R. e / e A) 
erage area; it’s an area that contributes nearly a — hd — will continue . 
Billion Dollars worth of farm products to the na- Nw accounts recently acquired a 
heal or the partnership operation in- 
tion's economy. clude: Seattle and Tacoma Stude- tuk 
ies, Inc.; Troy-Empire-City Laun- 4 
An Edward P etry Man derers & Dry Cleaners, and Herb af . 7 is | 
% rac 
Joins ‘Radio-Electronics’ 
Charles K. Brett, formerly di- ch: 
WHEELI NG rector of research of Parents’ . INCORPORATED = 
’ Magazine, has been appointed gen- ~ y h 
WEST VA ie eral advertising manager of Radio- Pg hed 
fetes | Electronics, New York. ~ lar 
DN oc Edwin Parkin Advertising, New 207 N. MICHIGAN AVENUE CHICAGO dire 
EDWARD PETRY & CO Representative York, has been appointed to handle exp 
the advertising of Bay Iron Works, for 
Inc., Bronx, N. Y. and 
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(Continued from Page 1) 
prewar year. 

No great price changes are likely 
in the radio set field this year, 
the RMA head forecast, though 
the general average is about 50% 
over ’41 levels. The growth of 
television has led some manufac- 
turers to drop the large, high- 
style radio consoles. Video sets 
have sold well in all price brack- 
ets. FM hasn’t “flopped,” but it 
hasn’t come up as fast as the in- 
dustry expected. 

There should be no _ serious 
shortage of video tubes this year, 
Mr. Balcom said, and the new 


16” metal tubes should have no 
bearing on final set costs. The ra- 
dio industry is confused, however, 
over the new RCA Victor 45 rpm 
records just announced. Colum- 
bia’s long-playing records are 33.3 
rpm, the standard disks 78. Re- 
tailers have reported customer 
confusion, also, over the choice 
of three kinds of records, as well 
as the necessary radio-phonograph 
tone arms and player attachments. 


# Color video is still five years 
away, a figure quoted a few years 
ago, Mr. Showerman told the con- 
ferees. When it is ready for home 
sets, the proper adapters will be 
available and black-and-white 
sets won’t be obsolete. Television’s 
impact on the viewer, en masse, 
hasn’t been measured yet, and ad- 
vertising rates are not high enough 
to help any station reach the 
break-even point, much less show 
a profit. Advertisers can pay up 
to the point where video ceases 
to be a good sales tool, but better 
programs are ahead as the market 
expands and broadcasters gain 
experience. 

Opening of the new coaxial 
cable this week, linking East 
Coast and midwestern video net- 
works, will launch an advertisers’ 
“clambake,” said Mr. Showerman. 
Stations and sponsors must share 
a single channel, with five net- 
works splitting the available time. 

Most buyers here for the mar- 
ket “shop” the radio and tele ex- 
hibits to view the new lines and 
compare prices, but do not book 
orders until later, through regular 
distributors. Several of the early 
birds were retailers who do not 
expect video to invade their ter- 
ritory until later in the year, but 
who want to be first in the mar- 
ket with the new sets when they’re 
needed. 


= Bendix Radio, a division of 
Bendix Aviation Corp., reported 
stepped-up interest, compared 


with the July market, in its di- 
rect-to-dealer program. Bendix is 
offering two “special promotion” 
prices on its AM-FM record player 
radios—the $209.95 set cut to 
$169.95, and the $229.95 set (dual 
record player) down to $189.95. 
Its table television set retails at 
$349.95, with a console video, FM- 
AM and phonograph at $629.50. 

RCA Victor unveiled three new 


models of video receivers featur- 
ing the new 16” metal direct-view 
tubes, with a table unit at $495 
and two consolettes at $550 and 
$595. At the top of the price list 
is a $1,550 combination, with 300 
square-inch video projection 
screen, AM-FM and shortwave 
radio, and phonograph. 

J. B. Elliott, vice-president in 
charge of RCA Victor’s home in- 
strument department, said that 
while the sets employing the 
larger tubes “will open a new 
_mass market for moderate-price 
television receivers with a larger 
direct-view image,” the company 
expects continued heavy demand 
for the lower-price 10” receiver 
and will expand its production 


_ ‘Normal’ Market Back 
in Home Goods Field 


substantially. The 10” set, he said, 
will represent 70% of RCA Vic- 
tor’s °49 video unit production. 
These retail, in table models, at 
$325, $345 and $395, with consoles 
at $550 and $595. 


s Admiral Corp. indicated it is 
ready for the buyers’ market 
challenge with new models and 
lower prices not only for its tele- 
vision, radio and radio-phono- 
graph sets, but electric ranges and 
refrigerators. ~ 

Ross Siragusa, Admiral’s pres- 
ident, said the new models will be 
backed by an $8,000,000 adver- 
tising and merchandising cam- 
paign, including a network video 
show of the Broadway variety 
type. (See story on Page 7.) 

Admiral is aiming at more than 
400,000 video units this year, 
highlighted by a new video com- 
bination radio-two speed auto- 
matic phonograph console “priced 
to sell from $150 to $500 under 
any comparable set previously 
made.” It retails at $399.95. A 
table model video set, with 7” 
tube, will retail at a new low 
price of $169.95. At $695, “com- 
paring favorably with other mod- 
els at three times its price,” is a 
combination radio-phonograph 
with the new 16” metal tube. 


sw Among others in the video 
field, Crosley, division of Avco 
Mfg. Corp., expects to be turning 
out 18,000 units a month, starting 
in February, ADVERTISING AGE was 
told. It has just brought out a new 
model, at $549.95, with 10” Spec- 
tator screen, AM-FM radio and 
two-speed record player. Televi- 
sion plus FM sets are offered at 
$399.95 and $445. 

General Electric’s prices, said a 
spokesman, are about on a par 
with °48 levels, although a new 
console with 12” video tube, AM- 
FM radio and two-speed record 
player will sell at $695, compared 
with $725 for the old model, which 
had a 10” tube. In radios, new-G-E 
clock units are being reduced from 
$41.95 to $36.95. 

Stewart-Warner is maintaining 
the same prices for its Wonder 
Window television sets as when 
they were introduced at the July 
market, with a table set at $369.95 
and console at $399.95. 

Westinghouse, boasting a big 
backlog of orders, is quoting the 
same prices for its table top video 
sets as it did when they were in- 
troduced last fall, at $325 ‘and 
$339.95. New consoles, offering 
video-radio-phonograph entertain- 
ment, will retail at $625 for the 
10” tube and $725 for the 12” tube. 
A “price leader” radio, with auto- 
matic record changer, will sell at 


$119.95. 
Zenith’s “Giant Circle” video 
screens, introduced last month, 


drew considerable attention. Prices 
range from $389.95 for the “A” 
size screen in a table model to 
$1,150 for a radio-phono-video 
combination with a “Super C” 
screen. 


The furniture manufacturing 
industry’s production and sales 
during the first half of the year 
should be close to output for the 
first half of °48, spokesmen de- 
clared at another of the market 
conferences. But harder selling 
will be necessary at the retail 
level, they said, because prices 
can’t come down much without 
cutting quality. 

Prices have advanced very little 
during the past year and won’t 
rise any more “unless something 
unexpected happens,” according 
to Dr. C. L. Robbins, president, 
Hibriten Furniture Co., Lenoir, N. 
C. The unexpected might be heavy 


military buying. Labor costs may 
go somewhat higher, he warned, 
but not a great amount. 

Production has caught up with 
demand in the past several months, 
except in rare cases, and buyers 
are offered better diversified lines, 
with definite improvement in the 
popular-price items. The industry 
is able to produce some good furn- 
iture at lower prices by turning 
out smaller pieces, thus saving 
wood, fabrics, etc., said J. C. 
Shearman, president, Shearman 
Bros. Co., Jamestown, N. Y. At 
wholesale, these savings may 
amount to as much as 15% of the 
cost, he said. 


@ Furniture and bedding manu- 
facturers increased their adver- 
tising efforts during the past year, 
and that trend probably will con- 
tinue in ’49, Mr. Robbins told Ap- 
VERTISING AGE. Manufacturers are 
working more closely with re- 
tailers along the whole promo- 
tional front, he said, and these 
company-sponsored programs will 
be intensified. 

As with furniture, bedding prices 
are expected to stay about the 
same this year, it was forecast by 
Walter J. Schob, president, Honor 
Bilt Products, Inc., Philadelphia, 
and head of the National Assoc- 
iation of Bedding Manufacturers. 
Prices in this field have not been 
inflated, as they have with some 
other consumer goods, he insisted. 
The retailer has done his part in 
cutting markups, he said, and is 
in a better position, from the 
standpoint of lowered inventories, 
this year. 

Armed forces’ buying also is a 
threat to the price structure in the 
bedding field, however, with the 
industry already working on or- 
ders for several hundred thousand 
mattresses, pillows and sleeping 
bags. Ticking is getting scarce and 
may advance in price, he said. 

Looking ahead to cut-throat 
competition again, the bedding in- 
dustry invited Federal Trade 
Commission help in setting up a 
code of trade practices for all 
manufacturers, distributors and 
dealers. Dealer misrepresentation 
of prices in advertising has been 
a thorn in the side of the industry, 
and association officers arranged 
a trade practices conference here 
last week to coincide with the 
January market. 


m William C. Conley Jr., sales 
manager, Coolerator Co., speaking 
at a housewares and appliances 
conference, said that while the in- 
dustry failed to attain a °48 es- 
timate of 800,000 freezers, it may 
market 1,000,000 units this year. 
Manufacturers, he added, are get- 
ting closer together on the potent 
sales story showing a 30% food 
budget saving when the housewife 
buys bigger packages. The trend 
to freezer units in refrigerators 
should stimulate freezer sales, he 
said. Manufacturers turned out 
4,000,000 refrigerators last year, 
and production should range be- 
tween 4 and 5 million in °49, he 
said. 

Coolerator, with a new line of 
freezers, refrigerators and electric 
ranges, can’t see any price de- 
crease ahead—and there could be 
some boosts—Mr. Conley declared. 
For its part, it has announced a 
price protection plan for retail- 
ers, effective through Sept. 30. 


a Crepe-hanging in the appliance 
field was assailed by Harry Par- 
sons, vice-president, Landers, 
Frary & Clark, who said that 1948 
came through as one of the biggest 
years and that if 1949 is off a 
small percentage it still will be 
“astonishing business, and we 
shouldn’t weep and wail.” 
Electric water heaters have 
shown a tremendous swing up- 
ward in sales, he said; electric 
ranges, moving up from 720,000 
units in 1941 to between 1,300,000- 
1,400,000 last year, should main- 


tain that volume in °49, with gas 
ranges following a similar sales 
curve; and automatic and con- 
ventional washers, with produc- 
tion facilities greatly expanded, 
should show a good year despite 
a slackening of demand for the 
automatic type. 

The picture is spotty in the 
small appliances field, with auto- 
matic toasters and percolators in 
short supply, irons and heating 
pads in varying demand according 
to the market area, but 1949 
should be a good year, Mr. Par- 
sons said, adding that there is no 
chance of price reductions—al- 
though all sorts of deals are ahead 
as supply catches up fully with 
demand. Inventories are not a 
problem to most dealers, he in- 
sisted. 


s The appliance field is definitely 
over-franchised, he said, since dis- 
tributors “played all the horses” 
after the lean war years. That con- 
dition will be remedied as the 
industry moves steadily into more 
competitive marketing, and indi- 
vidual firms strengthen their dis- 
tributive organizations. 

Typical of the way major com- 
panies plan to promote ’49 output 
is what Westinghouse hails as “the 
greatest advertising campaign in 
laundry equipment history,” which 
will stimulate sales of its Laund- 
romat and clothes dryer. During 
the March-May period, Westing- 
house will use full-color pages in 
12 national magazines; 12 1,000 
and 1,500-line ads in 240 key city 
newspapers March 14 and every 
Monday through May (newspaper 
space alone will cost more than 
$900,000); promotion on the Ted 
Malone ABC show on 12 consecu- 
tive Mondays, and extensive deal- 
er cooperative advertising in 
dailies on a 50-50 basis. The com- 
pany used a less ambitious ad 
drive last June, reversing a sales 
slump, and scheduled a similar 
campaign last fall. The forthcom- 
ing drive outdoes them all. 


a Despite price increases an- 
nounced at the market, floor 
coverings should turn in a good 
year, according to G. C. Dene- 
brink, vice-president, Bigelow- 
Sanford Carpet Co. Bigelow-San- 
ford and other major carpet man- 
ufacturers boosted prices 3%, be- 
cause of mounting wool costs, put- 
ting them 10% above a year ago. 
Hard surface floor coverings have 
gone up as much as 6% in the 
year, also because of higher ma- 
terial costs. Record production was 
attained last year, but allocations 
are still the rule and the industry 
looks for a high level of produc- 
tion and sales this year. 


s Buying during the two-week 
market will be substantial but 
not heavy, it was predicted by 
Roscoe R. Rau, executive vice- 
president, National Retail Furni- 
ture Association. Most retailers 
have a high inventory investment, 
he maintained, precluding any rec- 
ords in order-taking now. 

“Manufacturers are beginning 
to realize what retailers have 
known since early last fall—that 
we are entering a new, competi- 
tive merchandising era,” Mr. Rau 
said. “Supply has caught up with 
demand in all lines, and customers 
are demanding quality and style 
at prices they deem fair. Man- 
ufacturers are taking a realistic 
view of the situation and, as a 
result, more items will be more 
closely priced in order to main- 
tain volume. Consumer resistance 
has stiffened somewhat, but it is 
expected to be overcome by the 
new models.” 


Kuhnen Joins Culligan 
George H. Kuhnen, formerly on 


the advertising staffs of Indepen- |} 


dent Pneumatic Tool Co. and Ar- 
mour & Co., has joined the adver- 
tising staff of Culligan Zeolite 
Co., Northbrook, Ill. 


Starch, Dailies 


Plan Co-op Test 
Starting Feb. 10 


(Continued from Page 1) 

the next Thursday, averaging out 
readership findings on both ads. 
This will give an advertiser com- 
parative data on attention value, 
depth of readership and associg- 
tion with product advertised, 
based on 1,200 interviews. 


@ Since the newspapers will un- 
derwrite the cost of field inter- 
viewing, the comparison pre-tests 
are available for about 3% of the 
cost previously involved in such 
tests made on special order. 

The plan was developed by 
Douglas Taylor, J. P. McKinney 
& Son, in concert with Daniel 
Starch & Staff and Ward-Grif- 
fith Co., after talking to agency 
executives experienced in copy re- 
search. 

The studies, under the plan, will 
be available for small and me- 
dium-size advertisers who pre- 
viously have not been able to 
participate in similar tests, and 
results may be compared with 
other Starch studies done in the 
past. Special depth interview 
questions following the readership 
tests to determine relative char- 
acteristics of respondents will be 
available if desired from Starch. 

Findings of the test will re- 
main confidential for a 90-day 
period, so that an advertiser may 
begin his campaign in compara- 
tive secrecy. 


a The announcement of the plan 
said the amount of test copy will 
be limited, all issues being kept 
normal, and the newspapers will 
try to achieve uniform mechani- 
cal handling to afford comparabil- 
ity on four issues. 

Studies will be made in alter- 
nate months until use of the plan 
indicates need for greater fre- 
quency. 

“Limitations of volume hardly 
permit sizable profit to the news- 
papers,” the announcement said, 
“but it is felt recompense will 
come from expected findings on 
editorial matter” and in advances 
to retail and general advertising 
techniques which will benefit all 
newspapers. 


Pepsi-Cola Buys 
‘Counter-Spy’ Show 


Lonc IsLanp City—Pepsi-Cola 
Co., in cooperation with its bottlers 
and dealers, will sponsor “‘Counter- 
Spy” twice weekly over ABC’s 
full network starting tomorrow 
(Jan. 11) at 7.30 p.m., EST. The 
program will also be heard on 
Thursdays. 

Commission on this hour of net- 
work time goes to Biow Co., 
which points out that this is Pepsi- 
Cola’s first try as a network spon- 
sor, since its brief fling years ago 
as a sponsor of Quentin Reynolds 
on Mutual. The company was, of 
course, an early leader in selec- 
tive radio and it still hits the spots. 

“Counter-Spy,” a Phillips H. 
Lord production, formerly was 
sponsored by Schutter Candy Co. 


L&M Elects Keesely V. P. 


Nicholas J. Keesely, who joined 
the agency this fall from Mutual 
Broadcasting System, has been 
elected a vice-president of Len- 
nen & Mitchell, New York, in 
charge of radio and television. 


D-F-S Names Seehof V. P. 


Jerome J. Seehof, copy chief of 
he New York office of Dancer- 
Fitzgerald-Sample, has been ap- 
pointed vice-president. He will 
continue as copy chief on a num- 
ber of accounts. 
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Hirsch Names Two V.P.s_ | 

Ann Vinsonhaler, account ex- 
ecutive, and Everett Brodhage, ex- 
ecutive art director, have been 
named vice-presidents of Maurice 
Lionel Hirsch Co., St. Louis. The 
agency has been appointed to di- 
rect the advertising of Brayton 
Aeronautical School, St. Louis. A 
campaign in national class maga- 
zines will be launched. 


Two Appoint Readinger Corp. 

Readinger Corp., Philadelphia, 
has been named to handle the ad- 
vertising of Rivette Mfg. Co., 
Houston, manufacturer of a niew 
fender repair tool, and Herkness- 
Peyton Bishop, Inc., underwriter 
for insurance companies in the 
East. Both accounts will use news- 
papers, trade publications and di- 
rect mail. 


‘YOU ARE LOOKING FOR 


Businessmen are looking for those mediums — 
newspapers, radio, magazines, billboards — 
which give them the biggest sales return per 
dollar investment.—The Wall Street Journal. 


TRY THIS ONE—NOW 


Send your strongest sales message into 1,200,000 
homes through the pages these families read with 
confidence and respect, seeking news and informa- 
tion, guidance and inspiration. 


These families are larger than average; 73% own 
their homes; 51% are in the $3000-$5000 annual 
income bracket; 68% live in the area where 67% 
of all retail sales are made. 


These are responsive families, as scores of adver- 
tisers attest by consistent advertising in these pages, 
and as keyed copy and surveys prove. 


You can make money selling these 1,200,000 
families. Look into this opportunity. Ask us. for ad- 
ditional facts and figures—without obligation. 


PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. @ 30N. DEARBORN ST, @ CHICAGO 2, ILL. 


DEALERS 


ELECTROT YPERS 


‘PAPER CONVERTERS 


‘ “The GRAPHIC ARTS MONTHLY 
606 S. DEARBORN SY. [44,9 CHICAGO 5, ILLINOIS 
World's Most Widely Read Grophic Arts Magazine 


STATIONERS 


‘More Women’ Is 
Aim of Jergens 
$4,000,000 Push 


Former Winchell Budget 
Goes to Magazines 
and ‘Woodbury Journal’ 


CINCINNATI—The Andrew Jer- 
gens Co. will spend a little more 
in 1949 than the $4,000,000 appro- 
priated for advertising in 1948. 
The company, which parted with 
Walter Winchell recently after a 
16-year sponsorship, will concen- 
trate on, magazines and newspapers 
and spend more money on its 
“Jergens-Woodbury Journal” ra- 
dio show. 

In an attempt to reach more wo- 
men, Jergens will launch four 
separate magazine campaigns on 
Jergens lotion in 26 national maga- 
zines, one in women’s service 
magazines, another in movie and 
romance books, a third in prestige 
publications and, for the first 
time, a special,drive in three farm 
magazines. 

Another full-color lotion promo- 
tion will run in Puck-the Comic 
Weekly to reach young people 
and build future customers. Three 
Jergens lotion messages “per 
month will appear in Jessie’s Note- 
book, the household column syndi- 
cated through 80 newspapers 
throughout the country. In addition 
the company will launch separate 
1949 campaigns on Jergens All- 
Purpose face cream and Dryad 
cream deodorant in magazines and 
newspapers. 


= The $800,000 previously spent 
each year on the Winchell show 
will be spent on additional color 
ads and magazines, namely Charm, 
Country Gentleman, Glamour, 
Holland’s, Mademoiselle, Progres- 
sive Farmer, Successful Farming 
and Woman’s Home Companion. 

Jergens is now spending $1,000 
more each week on the “Jergens- 
Woodbury Journal,” featuring 
Louella Parsons on the American 
Broadcasting Co., Sundays, 9:15- 
9:30 p.m. The extra $1,000 is spent 
on higher priced Hollywood guest 
stars; this already has increased 
Miss Parson’s Hooperating. Jer- 
gens lotion and Woodbury soap 
share the major commercial time 
of this show. Woodbury soap also 
continues with full pages in Life 
and women’s magazines. 

The new line of Woodbury face 
creams, which will retail from 20¢ 
to $1.39, is being introduced early 
this year in color pages in 12 
national magazines. Woodbury face 
powder will have three separate 
campaigns, two in 16 national 
magazines and one in comics. 

Robert W. Orr & Associates, New 
York, is the agency. 


Jasper, Lynch Names Field; 


Fairtax Elects Fishels 

Herbert Paul Field, former vice- 
president of Jasper, Lynch & 
Fishel, New York, has been elected 
executive vice-president of the 
agency, now known as Jasper, 
Lynch & Field. Prior to joining 
the agency Mr. Field was exec- 
utive vice-president and assistant 
to Albert D. Lasker at Lord & 
Thomas. 

Stanley I. Fishel and James W. 
Fishel, former principals of Jas- 
per, Lynch & Fishel, have been 
elected president and treasurer, 
and executive vice-president and 


secretary, respectively, of H. W. 


| Fairfax Advertising, New York. 
|Natt S. Ensler, former president 


of Fairfax, becomes chairman of 
the board. 


Fadell Advances Harris 

Norman J. Harris, media di- 
rector, has been appointed copy 
chief of Fadell Advertising Co., 
Minneapolis. 


Harper Extends 
Outdoor Study 
to Indianapolis 


New Yorx—Marion Harper As- 
sociates has extended its poster 
ratings monthly service, launched 
in Philadelphia last April, to In- 
dianapolis. 

Starting in January, 1,500 in- 
terviews are being made in In- 
dianapolis on the same basis as in 
Philadelphia, Mr. Harper said, and 
within a year data will be avail- 
able on.a total of 38,000 home in- 
terviews in both cities. 

Addition of Indianapolis, he ex- 
plained, will show differences in 
outdoor poster remembrance in 
cities of 2,000,000 and 400,000 pop- 
ulation, and geographically. 


Taylor Mfg. Changes Name 


Taylor Mfg. Co., Milwaukee, 
maker of Wright rubber tile, has 
changed its name to Wright Mfg. 
Co. Bertram R. Scheff, formerly 
a sales counselor in Detroit, has 
been appointed general sales man- 
ager of the company. 


Williams Gets Retail Post 


Lane Williams, in the display 
advertising department, has been 
appointed retail advertising mana- 
ger of the Telegraph and News, 
Macon, Ga. 
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Maize-Products Names Frey 
F. C. Frey, who has been with 


‘American Maize-Products Co., 


New York, syrups, oils and 
starches, for the past 37 years in 
varying sales capacities, has been 
appointed general sales manager of 
the company. 


Appoints Arnold Agency 
Arnold & Co., Boston, has been 
appointed to handle the advertis- 
ing of the Home Owners’ Federal 
Savings and Loan Association. 


* Proven by readership, per- 
sonal preference and activated selling. 
Let Diesel Progress sell your product! 


Edjted ond Published by REX W. WADMAN 


2 WEST 451TH ST. NEW YORK 19, N Y 


IT’S EASIER TO SELL 


AND MRS. M. D. 


(MORE DOLLARS) 


COMFORTS for office, home and family are matter- 


of-course purchases to the 


average doctor. He rates 


conveniences as necessities—and his income backs up 


his buying impulses. 


The State Journals—reaching every member phy- 


sician in 42 states—will certify your sales message 
to this profitable market, whether you sell surgical 
supplies or television sets. | 

It takes only one advertising contract to do the job 
in as many Journals as you choose—one monthly 
statement, one piece of copy, one set of original 


plates per insertion. 


Why not have a look at our time-saving Space 
Budget? Shows 29 different plans, including one 
scaled to YOUR appropriation! Address request to 


STATE JOURNAL GROUP 


COOPERATIVE MEDICAL ADVERTISING BUREAU 
OF THE AMERICAN MEDICAL ASSOCIATION 


535 N. Dearborn St., 


Chicago 10, Illinois 


34 Journals Covering 42 States 


ALABAMA, Journal of Med. . 
Assn. of 

ARIZONA Medicine 

ARKANSAS Med. Society, 
Journal of 

CONNECTICUT State Med. 
Journal 

DELAWARE Med. Journal 

DISTRICT OF COLUMBIA 


Journal of 


Journal of 


KENTUCKY Med. Journal 
MAINE Med. Assn., 

Journal of the 
MICHIGAN State Med. Soc., 


MINNESOTA Medicine 
MISSOURI State Med. Assn., 


NEBRASKA State Med. 


OHIO State Med. Journal 

OKLAHOMA State Med. 
Assn., Journal of 

PENNSYLVANIA Med. 
Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utch, 
Wyo., New Mex., Mont.) 

SOUTH CAROLINA Med. 


Med. Annals of Journal 
FLORIDA Med. Assn., NEW ENGLAND Journal of 
Med. (Mass., New Hamp.) Med © 
ournal of Med of TENNESSEE State Med. 


HAWAII Med. Journal 
INDIANA State Med. Assn., 


Journal of NORTH CAROLINA Med. 
lOWA State Med. Soc., Journal 

Journal of NORTHWEST MEDICINE 
KANSAS Med. Soc., (Oregon, Washington, 

Journal of Idaho & Alaska) 


NEW ORLEANS Med. and 
Surgical Journal 


Assn., Journal of 
TEXAS STATE Journal of 
Med. 


VIRGHNIA Med. Monthly 
WEST VIRGINIA Med. 
Journal 


WISCONSIN Med. Journal 
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This will be the year of elim- 
ination among the makers of auto- 
matic merchandising machines, 
one veteran in the field believes, 
with 1950 bringing a bitter, wind- 
up struggle among established 
firms and newcomers in the in- 
dustry. Its pattern may resemble 
that of the automotive field, 
which lost a lot of hopefuls in 
settling down to mass production 
of cars. 

The coin machines that dis- 
pense everything from cigarets 
and coffee to books and shoe 
shines have attracted a fair 
amount of postwar risk capital. 
Some of the newcomers may get 
past the mock-up stage and win 


enough orders from operators to 


stay in the competitive struggle. 
The veterans have their new 
models, too, which were shown 
at the trade group’s recent Chi- 
cago exhibit (AA, Dec. 20), and 
the productive capacity to turn 
them out. They see the need for 
careful training programs to show 
operators how to maintain the 
new electric push-button affairs, 
and with costs at the present level 
sales won’t be too easy, either. 

Although reports multiply that 
Schenley is getting out of Licensed 
Beverage Industries, Admiral F. 
E. M. Whiting, president of LBI, 
assures AA that Schenley’s dues 
are paid, and a high Schenley ex- 
ecutive says that his company 
“definitely has no intention of 
getting out of LBI.” 

Currently, LBI is launching a 
second phase of its campaign in 
Life and business papers, to run 
until the end of the institute’s 
fiscal year, April 30. Fuller & 
Smith & Ross is the agency. 

aes 


AA’s flash on Reader’s Digest 
announcement of over-all cir- 
culation exceeding 15,000,000 
copies a month was not accurate 
in its breakdown. The interna- 
tional editions now have about 
5,406,000 circulation (instead of 
the 4,500,000 reported) and the 
domestic school edition nearly 
1,000,000. These leave about 8,- 
600,000 (instead of the 10,500,000 
reported) for the regular domes- 
tic edition. 


Media promotion budgets have 
become big change. Newsweek 


now spends about $800,000 an- 
nually, of which $350,000 is 
for commissionable advertising, 
through Duane Jones Co....CBS 
is crowing loudly, and expen- 
sively, about its new Sunday 
night setup—$45,000 going for a 
single recent spread on Jack 
Benny in Life. And NBC is step- 
ping up local station efforts to 
improve its standing. 

Incidentally, the New York 
Times promotion and _ research 
department, under Ivan Veit, 
now employs 60 people. 


George Meredith, former Los 
Angeles public relations counselor 
and former president of American 
Public Relations Association, has 
piled up powerful bi-partisan sup- 
port to fill the Federal Trade com- 
missioner vacancy recently created 
by resignation of Robert Freer. 
Meredith, a Republican, won uni- 
versal respect as executive direc- 
tor of the Senate small business 
committee of the Republican- 
controlled 80th Congress. 

The FTC chairmanship for 1949, 
incidentally, remains unfilled, with 
Commissioner Lowell Mason, who 
would be chairman under estab- 
lished rotation precedents, serv- 
ing as “acting chairman.” An am- 
biguously worded FTC announce- 
ment said the selection of a chair- 
man had been delayed because 
only three commissioners are sit- 
ting at this time. 

ae 


Whatever it may portend, Casket 
& Sunnyside, New York, carried in 
its November issue the largest 
dollar volume of advertising since 
it began to serve the funeral 
business in 1871. 


To get closer to the center of 
legislative action, and to the Inter- 
state Commerce Commission and 
its rival Association of American 
Railroads, the Federation for Rail- 
way Progress, headed by Robert R. 
Young, will move its headquarters 
in mid-January from Cleveland to 
1430 K St., Washington. 


Dwelle Becomes Publisher 


Richard E. Dwelle, who has been 
co-publisher of the Winkler 
County News, Kermit, Tex., 
weekly, has become publisher of 
the Review, Athens, Tex. 


|from Arndt: Opens 


Ellington Hires Two 


Philadelphia Office 


PHILADELPHIA—H. W. Chubbuck 
and John Morton Poole IV, both 
formerly with John Falkner Arndt 
& Co., have joined Ellington & Co., 
New York agency which last week 
opened a Philadelphia office here 
in the Girard Trust building. 

Mr. Chubbuck, who will head 
the office here, was formerly in 
charge of contractors’ distribution 
for the electric sink and cabinet 
division of General Electric Co. 
He was an Arndt account exec- 
utive. Mr. Poole, who will be in 
charge of creative work, was 
formerly with Arndt and was 
previously assistant managing ed- 


itor of J. C. Winston Co., Phila- 


delphia publisher. 

In New York, the Ellington 
agency said the office is a “service 
office,” and that no accounts are 
involved at this time. 


Audit Bureau Adds 20; 
1 Advertiser, 19 Publications 


The Audit Bureau of Circula- 
tions has added the following to 
its membership: Florida Citrus 
Commission, Lakeland, Fla.; Oil, 
Los Angeles; Pre- -Pack-Age, New 
York; Vend, Cincinnati; Blood- 
Horse, Lexington; Fortnight, Los 
Angeles; Intimate Romances, New 
York; Reader’s Digest-Canadian 
edition, Montreal; Daily News and 
Daily Optic Reporter, Minot, N. 
D.; Post and Tribune, Pocatello, 
Ida.; Advocate, Victoria, Tex., and 
Daily Freeman-Journal, Webster 
City, Ia. 

Others include: Standard, Brew- 


ton, Ala.; Local Press, Claresholm, || 


Alta.; Gazette, Hackettstown, N. 

r x News, Nanton, Alta.; Towns- 

man, Pleasantville, N. Y.; Journal- 

Times, Ritzville, Wash., and Moun- 

a Rocky Mountain House, 
a. 


To Greenfield-Lippman 


Swan Creations, Buffalo, N. Y., 
manufacturer of plastic household 
items, has named Greenfield- 
Lippman Advertising Agency, 
Buffalo, to handle its advertising. 
National women’s magazines will 
be used. 


-BURBANK, CALIF.—, 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 


and the 
BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspoper 


(Est. 1908 ) 


“Sure I’m 
roosting high 


on Farm 


Magazine 


Lists”’ 


says 
Billionaire Biddy 


POULTRY 


TRIBUNE @ 


OTHER SPECIALIZED FARM MAGS.@ 


NATIONAL FARM MAGS. @ 


STATE 


SECTIONAL FARM MAGS. @ 


FARM PAPERS 


COLOR 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for the lead- 
ing advertising agencies that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service—Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order —a 
definite saving of your TIME, TROUBLE and Money. 


Phone WHitehall 4-2300 


QUALITY REPRODUCTION IN... 


your FARM LI 


Well-informed space buyers know that the Poultry Industry is one of 
the four top producers of farm cash income. That wheat, corn, or 
cotton don’t even come close to Billionaire Biddy’s three billion dollar 


‘pace. And that day in and day out, no other branch of farming pours 


such a steady stream of ready cash into farm pockets. 

Which is why poultry farmers spend so freely for anything that helps 
their business, or betters their living. 

Take building materials, for instance. If 
you want to keep your sales up on roof - 
ing, paint, insulation, cement or fencing, 
get on the “top roost” with Billionaire . 
Biddy. Watt Publishing Company, 
Mount Morris, Illinois. 


7R/8B UNE / 


TRIBUNE 


It’s smart to. start 
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Prockter Appoints Goldman 


Arthur E. Goldman, formerly an 
account executive of Biow Co., has 
been appointed vice-president in 
charge of television and radio 
sales of Prockter Productions, Inc., 
New York. 


Ramsey Promotes Copeland 
Lea “H. Copeland has _ been 
named executive vice-president 
and manager of L. W. Ramsey Co., 
Chicago. He has been with the 
agency for the past seven years. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 pergal. $1.25 per qt. 


§.5. RUBBER CEMENT CO. 


314 N. MICHIGAN AVE., CHICAGO 1, ILL. 


Emerson Radio 
Will Boost ‘49 
Ad Budget 30% 


New YorKk—Emerson Radio & 
Phonograph Corp., which last 
year spent more than $1,000,000 to 
merchandise its products, expects 
to increase its advertising budget 
30% in 1949. 

Benjamin Abrams, president of 
the company, outlined promotion 
plans during the showing of Emer- 
son’s new line of radio and tele- 
vision sets here last week. 

Part of the additional appro- 
priation will go into television. 
“Toast of the Town,” with emcee 


JAHN & OLLIER. 


ENGRAVING COMPANY a 


817 W. WASHINGTON BLVD., CHICAGO 7, ILLINOIS + MOnnoe 6-7080 


FINE 
PRINTING 
PLATES 


COLOR PROCESS 
HALFTONE 
ZINC 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-1T MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


DISPLAYS 


Ed Sullivan and variety acts, will 
be extended to other markets as 
soon as they are available. The 
hour program, carried live over 
CBS’ East Coast network and 
filmed for a few other cities, will 
be seen in the Midwest every other 
week after Jan. 11. (NBC and CBS 
‘alternate in the use of the new 
East-West cable between 9 and 10 
p.m., EST, Sunday.) 

However, magazine and news- 
paper expenditures also will be in- 
creased. Blaine-Thompson handles 
the video; other Emerson adver- 
tising is placed through Grady & 
Wagner. 

. Mr. Abrams, who said that dol- 
lar volume on TV set sales is now 
running 50-50 with radio, predic- 
ted that his company will produce 
200,000 video receivers this year. 


s Emerson’s 1949 line includes 
six television models ranging from 
a 10” table model at $269.50—$30 
below last year’s corresponding set 
—to a 16” console at $559.50. An- 
other receiver with a 16” metal 
tube and priced at approximately 
$400 will be on the market within 
60 days. 

This new “relatively inexpen- 

sive” large screen set and RCA’s 
similar model, introduced in Chi- 
cago, probably will bring about a 
reduction in the prices of large 
screen sets, Mr. Abrams said. 
However, he suggested that “av- 
erage higher prices will prevail” 
during the coming year. 
Featured in the radio line are a 
radio-phonograph console at $89.95 
—the lowest priced console ever 
offered by the company—and a 
$24.95 portable, which Emerson 
describes as the “lowest priced 
three-way portable in the indus- 
try.” 


Sun Oil Names 
Hewitt; 14 Year 
Agency Tie Ends 


PHILADELPHIA—Sun Oil Co. last 
week named Hewitt, Ogilvy, Ben- 
son & Mather to handle all Sunoco 
automotive products. Roche, Wil- 
liams & Cleary had been Sunoco’s 
agency for 14 years, for motor oils 
and gasoline. 

Hewitt, Ogilvy, Benson & Mather 
takes over publication advertising 
immediately, and radio (Sun cur- 
rently sponsors “Three Star Extra,” 
a 15-minute across-the-board news 
show on NBC) on March 1. The 
amount of Sun’s advertising billing 
has fluctuated widely over the 
years. Last year Magazine Adver- 
tising Bureau clocked its total ex- 
penditures at $1,416,301—the bulk 
of it in network radio, where Sun 
now buys 34 NBC stations. Sun 
distributes primarily in the North- 
east. 

It was the second major account 
loss in a fortnight for Roche, Wil- 
liams, which last week lost Lewis 
Howe Co. (Tums and NR tablets) 
to Dancer-Fitzgerald-Sample, 
along with R. A. Porter, who ran 
RW&C’s New York office. No spe- 
cific reason was given for the 
agency change, although observers 
point out that Guy C. Pierce, vice- 
president in charge of RW&C’s 
Philadelphia office, has been inac- 
tive because of illness for some 
time. 

For Hewitt it was a major coup. 
The agency has been named by 
smaller accounts and this week 
also acquired E. and J. Burke Ltd., 


South American Airways, Guiness, 
and Josiah Wedgewood. Sun Oil is 
its first big U. S. account. 


Riedemann Joins WTCN 

Chester L. Riedemann, formerly 
senior midwestern representative 
of Women’s Wear Daily, has 
joined the sales staff of WTCN 


Long Island City brewery; British} 


Henry Weaver, 59, 
Research Pioneer, 
Dies in Detroit 

Detrrorr—Henry Grady (Buck) 
Weaver, for the past 15 years cus- 
tomer research director of Gen- 
eral Motors Corp., died of a heart 
attack here on Jan. 3. He was 59 
years old. 

After graduation from Georgia 
School of Technology in 1911, he 
worked for a year in his native 
Eatonton, Ga. Then he did engin- 
eering and distribution work for 
Haynes Automobile Co. in Ko- 
komo, Ind. A car manufacturing 
company which he organized was 
short-lived, and in 1918 he joined 
Hyatt Roller Bearing. For five 
years, starting in Detroit in 1924,. 
he handled Hyatt’s market re- 
search. Hyatt was then a division 
of GM. 

In 1925 he received a Harvard 
award for advertising research. 
This carried a $2,000 grant which 
he used to develop a guide of con- 
sumer buying power in counties 
throughout the country. 

For two years he served in New 
York on the staff of Alfred P. 
Sloan Jr., then president (now 
chairman) of General Motors, and 
in 1934 he launched that corpora- 
tion’s large-scale, continuing cus- 
tomer research program. 

Fed up with the talk of another 
depression, Mr. Weaver, in 1938, 
declared a “personal moratorium” 
on the subject. He wrote and pub- 
lished at his own expense a book- 
let urging hard work as a sub- 
stitute for talk. He also- wrote 
a book, “Mainspring,” which was 
called a “down-to-earth primer on 
Americanism” and a free economy. 
Later he was assigned to write a 
history of General Motors’ war 
work. 


ARTHUR SHERWOOD 

WatTERTOWN, N. Y.—Arthur E. 
Sherwood, former advertising 
manager of the Daily Signal, 


sociated with the advertising de- 
partment of the Watertown Times, 
died Dec. 28 after a brief illness. 
He formerly operated an advertis- 
ing agency here for several years. 


W. K. LAMPORT 


SoutH InDp.—William K. 


Middletown, N. Y., and later as-|} 
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here Dec. 30 of a cerebral hemorr- 
hage. He was 69. 

Mr. Lamport had been a famil- 
iar figure in advertising, printing 


| and other business life here since 


1901, when he joined the South 
Bend Tribune’s editorial staff af- 
ter graduation from DePauw Uni- 
versity. He left the newspaper in 
1913, going into retail advertising 
and later into direct mail advertis- 
ing. He was a founder of the Di- 
rect Mail Advertising Association. 

Mr. Lamport later was advertis- 
ing manager of several companies 
before he established his own 
agency here in 1917. It was the 
first agency in this area of Indi- 
ana and is now Lamport, Fox, 
Prell & Dolk. Mr. Lamport sold his 
interest in the agency in 1944, in- 
tending to retire, but since then 
operated his own public relations 
firm here. 


GEORGE VAN ALLEN 

MINNEAPOLIS—George Van Al- 
len, 50, owner of Van Allen Pub- 
lications, publisher of Northwest 
Package & Tavern News and other 
trade publications, died in Abbot 
hospital here. 


L. DANIEL ARENTZ 

PHILADELPHIA—L. Daniel Arentz, 
61, who had been associated with 
the General Outdoor Advertising 
Co. for more than 40 years, died 
on Dec. 25 in Presbyterian Hos- 
pital. 


Paragon Address Given 

Offices of Paragon Pictures, 
Inc., commercial motion picture 
company, are at 2540 Eastwood 
Ave., Evanston, Ili, rather than 
at 540 Eastwood, as AA recently 
reported. 
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‘Northern Baptists 


Attack Giveaways; 
Want Quiet Sunday 


New York—Radio giveaways 
last week were attacked as moral 
and psychological evils by the 
Northern Baptist Convention, 
which announced that it will make 
an investigation to find out what 
prize programs are “doing to our 
people mentally, morally and spiri- 
tually.” 

The study will be directed by 
Dr. Stanley I. Stuber, chairman of 
the radio committee of the con- 
vention, which includes Baptist 
churches in 34 states, and Donald 
D. Cloward, executive secretary of 
the Council of Social Progress of 
the Baptist church. 

Dr. Stuber said questionnaires 
willbe forwarded to “40,000 key 
people in our denomination as a 
part of our newsletter. We will 
ask their point of view on the 
moral and psychological implica- 
tions of the giveaways.” 


ws Emphasizing that the church 
group is “anxious to be helpful to 
radio,” the committee pointed out 
its concern over the gambling ele- 
ment involved in prize programs, 
the atmosphere of frenzy which 
they create and the friction and 
tension caused by failure to win. 

Dr. Stuber and his committee 
asked the radio industry for more 
Sunday night programs of a 
“high type—not necessarily religi- 
ous programs, but programs of 
quality.” 

A resolution sent to the four 
networks and advertising agencies 
handling giveaway shows asked, 
among other things, that broad- 
casters “try to ease the apparent 
frenzy over dollars, soap and cig- 
arets, sponsors and advertising 
agencies and give America a little 
peace and quiet in attractive pack- 
ages on Sunday night, such as con- 
cert hours slanted in the-direction 
of those millions of families which 
will turn on their radio sets again 
if they can be assured that the 
investment of time will pay good 
dividends.” 

Meanwhile, another churchman, 
the Rev. Everett C. Parker, newly 
appointed director of programs 
and production of the Protestant 
Radio Commission, called on re- 
ligion to make full use of radio 
and thereby add a “new dimens- 
ion to the vocation of the minis- 
try.” He also called on churches 
to improve the quality and dra- 
matic appeal of their religious 
programming. 


Household Finance Changes 
Research Organization 


Household Finance Corp., Chi- 
cago, has discontinued its depart- 
ment of research but is continu- 
ing its consumer education work 
under a consumer education de- 
partment directed by Leone Ann 
Heuer. Other activities of the 
research department have been 
transferred to a new department of 
consumer credit studies, directed 
by Dr. Ernst A. Dauer. 

Burr Blackburn, director of the 
former department, will do his- 
torical research on consumer cre- 
dit, and Bernice Dodge, its as- 
sociate director, has retired and 
bt live in Colorado Springs, 

olo. 


Publisher Names Sussman 


Simon & Schuster, New York, 
has appointed Sussman & Sugar, 
New York, to handle its advertis- 
ing. Schwab & Beatty, New York, 
which formerly had the entire ac- 
count, continues handling mail 
order advertising for the publish- 
ing house. 


Wales Joins Sheldon As V. P. 
James Albert Wales, formerly 
with Kelly-Nason, New York, and 
head of the New York 
cone bearing his name, has 
joined Sheldon, Quick & McElroy, 
New York, as vice-president, 


Last Minute News Flashes 


Clopay Appoints Grey Advertising 
CrncrinnaTi—Grey Advertising Agency, New York, has been ap- 


pointed to handle the advertising 


of Clopay Corp., manufacturer of 


paper drapes, curtains, blinds and other miscellaneous home furnish- 
ings items. Magazines and trade publications will be used for spring 


promotions. 


Edwards Buys ‘Women’s Reporter’ 


New Yorxk—Vincent Edwards Co. has purchased Women’s Reporter 
from Reporter Publications, New York, effective with the February 


issue. 


Pepsodent Rayve 
to Get Big Push 
Via Air, Dailies 
(Continued from Page 1) 
Journal and Variety Merchandis- 
ing. 

An elaborate collection of point- 
of-sale material is being placed 
in the hands of store owners. The 
package includes teaser buttons 
reading “What’s your Rayve num- 
ber?” The material is dominated 
by “Rayve red,” which will be 
appearing in women’s fashions in 
the coming season. 

The Rayve home permanent kit 
will be sold in about 60,000 drug, 
department and variety stores 
throughout the country. A month 
after Lever Brothers purchased 
Rayve from the William R. Warner 
Co. in May, 1948, Pepsodent with- 
drew all stocks from the market. 
Since that time Rayve has been 
completely reworked in Pepsodent 


and Lever laboratories. 
Pepsodent has renamed and re- 


‘packaged its new product. The kit 


is priced at $2 and refill kits re- 
tail at $1. 


National Advertising 
Buys Larson Outdoor 
For $2,000,000 


St. Paut—National Advertising 
Co., wholly-owned subsidiary of 
Minnesota Mining & Mfg.. Co., 
has acquired Lee Larson Co., 
Waukesha, Wis., for about $2,- 
000,000, as a step toward further 
expansion of its outdoor advertis- 
ing operations. 

The acquisition was consum- 
mated through the transfer of 21,- 
315 shares of Minnesota Mining & 
Mfg. common stock and other con- 
siderations. Issue and transfer of 
the shares was ee on Dec. 
28. 

The Lee Larson Co. was estab- 
lished in 1929 and is one of the 
oldest known organizations in the 
small roadside advertising busi- 
ness. 

National Advertising Co., with 
headquarters in Westminster, Md., 
is one of the largest roadside sign 
builders in the nation. Both Na- 
tional and Larson feature Minne- 
sota Mining’s Scotchlite reflective 
sheeting for day-and-night read- 
ability. 


Consolidated Promotes 3 


Consolidated Press Ltd., Toronto, 
publisher of Canadian Home Jour- 
nal, Farmer’s Magazine and Sat- 
urday Night, has made the follow- 
ing changes in its executive staff: 
Royden M. Barbour, formerly a 
senior executive, becomes execu- 
tive vice-president; E. R. Milling, 
formerly business manager, be- 
comes vice-president and general 
manager of publications, and C. T. 
Croucher, formerly assistant busi- 
ness manager, is now business 
manager. Mr. Barbour and Mr. 
Milling have been elected to the 
board of directors. 


Treadwell Leaves Fawcett 


Bill Treadwell, who joined the 
company early in 1945 to handle 
promotion and publicity on True, 
has a as public relations di- 


rector of Fawcett Publications. 


Four Networks Join 
Hands in Cable Link: 
Still Juggle Shows 


New York—Four television 
networks—ABC, CBS, DuMont 
and NBC—and American Tele- 
phone & Telegraph Co. will coop- 
erate in a gala 90-minute telecast 
celebrating the linkup of eastern 
and midwestern stations tomorrow 
(Jan. 11). Starting at 9.30 p.m., 
EST, the program, to be carried on 
32 stations in 14 cities, will orig- 


inate in New York with pickups| s 


from Washington and Chicago. 

AT&T is donating facilities for 
this event and will pay station 
time charges, through N. W. Ayer 
& Son, for the opening phase of 
the show, which will be devoted 
to an explanation of the com- 
pany’s role in television. The net- 
works will offer Marc Connelly 
(ABC), Ted Steele (DuMont), 
Arthur Goafrey (CBS) and Mil- 
ton Berle (NBC). 


= At week’s end the networks 
were working overtime on pro- 
gram schedules to be carried on 
the limited time alloted them on 
the westbound cable. As of Friday 
the following sponsored programs 
were set to be carried to Chicago: 

ABC—Kellogg’s “Singing Lady” |! 
and Bristol-Myers’ “Break the 
Bank.” 

CBS-Chesterfield’s “Arthur 
Godfrey and His Friends” and 
Emerson’s “Toast of the Town” 
(every other week). 

DuMont—Admiral’s “Friday 
Frolic,” two half-hour shows for 
Allen B. DuMont Laboratories, 
and “Small Fry,” offered coop- 
eratively. DuMont, which has the 
cable Monday through Friday 
from 10 a.m. to 5 p.m., EST, ex- 
pects some of its current daytime 
sponsors to extend their coverage. 

NBC—Admiral’s “Friday Frol- 
ic,” the Bigelow show, Kraft The- 
ater, Philco Playhouse (every 
other week), Camel Newsreel, 
Texaco Star Theater and RCA’s 
“Kukla, Frank and Ollie,” the 
latter originating from Chicago. 


Gannett Data Received 


The Utica Daily Press and Ob- 
server-Dispatch were the first of 
the Gannett newspapers to submit 
their standard market data folder 
last week to the Four A’s and the 
Bureau of Advertising. Arthur 
Keilbach, general advertising man- 
ager, enlisted the aid of the mar- 
keting class in New York State 
Institute of Applied Arts & Scien- 
ces, Utica, and its director, Paul 
B. Richardson. 


WBKB Erects New Tower 


Station WBKB, Chicago, 
spring will erect a new 5 
tower more than 700’ above street 
level, which will give the video 
station more than a 100% increase 
in effective radiated power. Guar- 
anteed effective radius will be 
42% miles and good reception 60 
miles. Telecasts will cover a 3,- 
300 sq. mi. area having a 4,516,554 
population. 


Sylvania Boosts Cunningham 


Terry Cunningham, former ad- 
vertising manager of the radio 
and electronic division of Sylvania 
Electric Products, Inc., New York, 
has been appointed director of ad- 
vertising and sales promotion of 


this 


the company, succeeding Paul El- 
lison, who resigned last year. 


LEIGH’S LATEST—Philco’s new six-story 

spectacular, at 46th & Broadway, New 

York, built by Douglas Leigh, was turned 

on for the first time New Year's Eve. It 

uses movie re and 322,000 light 
bs. 


D-F-S Leads 


in Ad Agencies’ 
Network Billings 


(Continued from Page 1) 
Rubicam moved up from sixth to 
fifth. 

Compton fell from fifth to sev- 
enth. After a year’s lapse, Wade 
Advertising Agency reentered the 
top ten—in the No. 8 spot. Mc- 
Cann-Erickson was ninth and 
Newell-Emmett 10th. Biow Co. 
dropped from eighth to 13th; Ken- 
yon & Eckhardt from ninth to 17th, 
and Ward Wheelock Co. from 10th 
to 12th. 


a The standings of the leading 20 
1948 were: 
- Dancer-Fitzgerald-Sample ..$20,985,510 
J. Walter Thompson Co. ........ 10,399,023 
Foote, Cone & Belding ............. 9,474,328 
Batten, Barton, Durstine & 
Osborn 
Young & Rubicam 8,814,207 
Benton & Bowles 
Compton Advertising .. 
Wade Advertising 
McCann-Erickson 
. Newell-Emmett 
11, Duane Jones Co. 
12. Ward Wheelock Co. 
13. Biow Co. 
14. Ruthrauff & Ryan 
16. Sullivan, Stauffer, Colwell & 
Bayles 4,045,096 
17. Kenyon & Eckhardt ................. 3,094,580 
18. Kudner Advertising ..... ...2,773,602 
19. Knox Reeves Advg. ....... «+vee5701,709 
20. Ted Bates, Inc. 


Agencies doing the most net- 
work business in 1947 were: 


seve 5 


D-F-S $21,155,292 
. J. Walter Thompson ................. 10,707,632 
FC&B 8,832,948 


Benton & Bowles 8,121,330 


Compton 8,013,823 
Young & Rubicam 7,951,155 

BDO 6,734,620 
Biow Co. 5,826,277 


Kenyon & Eckhardt 5,718,878 
Ward Wheelock 


The top ten in 1947 did $88,- 
132,955 in network gross time bill- 
ings, compared with $92,251,186 by 
the top ten in 1948 and $90,170,718 
by the top ten in 1946. The leaders 
for 1946 and their radio billings 


were: 

1. D-F-S ,869,288 
2. J. Walter Thompson ................. 11,878,850 
3. Young & Rubicam .................... 10,997,471 
5. Ruthrauff & Ryan 7,470,357 
6. BBDO 6,925,301 
7. Biow Co. 6,473,993 
8. Benton Bowles 6,387,128 
9. Wade 467 224 
10. Kenyon & Eckhardt 481,265 


Three Appoint Ad Fried 

Ad Fried Advertising Agency, 
Oakland, Cal., has been named to 
direct the advertising of Model 
Airplane Motors Co., Berkeley; 
Television Distributors, Oakland, 
Vue-Master receiver distributor, | ° 
Television Enterprises, Oak- 
and. 


Hill a Counsellor 

Lyman Hill, formerly western 
manager of the Bureau of Adver- 
tising, ANPA, and previously di- 
rector of research for Servel, Inc., 
has opened his own office as mar- 
keting counsel in Room 614, 360 


09,235 | Farmer’s 


KTTV’'s Monopoly 
of Rose Bowl Makes 


Its Debut a Success 


Los ANGELES—Few television 
stations have had the equivalent 
springboard for their inaugural 
broadcast. that was available to 
KTTV, which went on the air here 
Jan. 1. Highlighting the opening 
day was a telecast of the Rose 
Parade and an exclusive of the 
Rose Bowl game at Pasadena. 
The widespread interest always 
generated by the annual spectacle 
was backed. by intensive advertis- 
ing by the station itself, a barrage 
of station break announcements 
and considerable tie-in newspaper 
advertising by set manufacturers 
and distributors. _ 

The station is owned by the Los 
Angeles Times and CBS, and the 
net’s Hollywood AM station, KNX, 
carried an average of seven spots 
daily beginning Dec. 15. There was 
some tapering off of ballyhoo dur- 
ing the last week before the initial 
telecast due to a conflict for time 
between it and the net’s desire to 
publicize Jack Benny’s switch. 


@ Working through the Southern 
California Radio and Electrical 
Appliance Association, KTTV dis- 
tributed more than 2,000 posters 
to dealers boosting the sale of tele- 
vision sets, the Rose Bowl tele- 
cast and KTTV. Dealers were also 
kept informed by letter of the 
station’s test pattern schedule. 
The opening day was approxi- 
mately 75% sponsored. Sponsors 
included Gillette Safety Razor Co. 
(the bowl game), Bekins Van & 
Storage Co., Gough Industries, 
(Philco distributor), Macmillan 
Petroleum Corp., Standard Federal 
Savings & Loan Association and 
Packard Bell Co. 
The station is now on a schedule 
of approximately 15 hours per 
week, of which 10% is sponsored, 
with that figure expected to be 
upped to 20% when sale negotia- 
tions under way are completed. 


a Commercial programming now 
set includes the Emerson Radio 
“Toast of the Town”; “Fred Beck’s 
Kitchen,” sponsored jointly by 
Southern California and Southern 
Counties Gas Companies; and The 
Market. Spot an- 
nouncement sales include Bulova 
watches, Liggett & Myers Tobacco 
Co., Coast Federal Savings & Loan 
Association, General Electric Sup- 
ply Corp., Central Chevrolet Co., 
Barker Brothers furniture, Chev- 
rolet Dealers Association and 
Philip Morris & Co. The station will 
telecast an average of three hours 
in the evening, with no program- 
ming on Wednesday and Thursday. 


JOSEPH McNABB 


Cuicaco—Joseph H. McNabb, 61, 
president and board chairman of 
Bell & Howell Co., died in Luth- 
eran Deaconess Hospital here Wed- 
nesday. Mr. McNabb served with 
various railroads from 1902 to 
1916 when he joined the photo- 
graphic equipment company as 
general manager. He was elected 
president and chairman of the 
board in 1922. 


Shell Promotes Lakin 


P. E. Lakin, former vice-presi- 
dent in charge of marketing of 
Shell Oil Co., New York, has been 
elected executive vice-president 
and will serve as senior represent- 
ative on the Pacific Coast with 
headquarters in San Francisco. 
Mr. Lakin joined Shell as a clerk 
in 1915 and became sales manager 
of the mid-continent territory in 
1933. Three years later he was 
named vice-president in charge of 
marketing. 


Sheridan Quits ‘S. F. News’ 

P. J. Sheridan, advertising di- 
rector of the San Francisco News, 
Scripps-Howard has 
resigned. His successor has not yet 


N. Michigan Ave., Chicago. His 
first client is Servel, Inc. 


been appointed. 
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Schedules Advertising Exam 


The southern California examin- 
ations for advertising, sponsored 
by the American Association of 
Advertising Agencies, will be held 
in Los Angeles Feb. 19-26, 1949. 
As in previous years any person 
not employed by an advertising 
agency may take the examination. 
If still in college, the applicant 
must be in his final year. A fee 
of $15 will be charged each candi- 
date taking the examination. 


‘Reporter-News’ Shifts 4 


George S. Anderson has been 
elected chairman of the board and 
secretary of Reporter Publishing 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, Cali 


Co., which publishes the Reporter- 
News, Abilene, Tex. Mrs. Marshall 
Bernard Hanks has been named to 
succeed her late husband as presi- 
dent and Andrew B. Shelton, na- 
tional advertising and business 
manager, has been elected to a 
newly created position of execu- 
tive vice-president. Howard Mc- 
Mahon, assistant publisher and 
former advertising manager, has 
been promoted to publisher. 


Woodruff to Shutran Mahlin 


Leonard R. Woodruff, formerly 
sales manager of J. F. Mulkey Co., 
Detroit, and previously with Can- 
ada Dry Ginger Ale and Dixie Cup 
Co., has joined Shutran Mahlin 
Advertising, Detroit, as merchan- 
dising director and account ex- 
ecutive. 


Tobin Joins Eggers-Rankin 

J. S. Tobin Jr., formerly as- 
sistant advertising manager of 
Wohl Shoe Co., has joined Eggers- 


copies, in any size up to 40” x 
duotone or full-color process. 


AMONG OUR CLIENTS 
Mentgomery Ward 
Sears Roebuck 
Caterpillar Tractor 


Diamond T Motor Co. 
Studebaker Corp. 


Ruthrauff & Ryan 


, Barton, Durstine 


Batten 
‘ & Osborne 


TO ENABLE YOU TO SPOT-TEST NEW 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we can give you runs of as few as 100 


For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


Kept 


Our screenless, dotless process is the near- 
est approoch to photography. Just give us 
your negative or kodachrome or any art 
work (4” x 6” or larger) and we will come 


Gop, through with reproductions of emering fidelity. 
General Mills FREE SAMPLES gladly mailed to you on 
J. Walter Thompson 
request. Or, if you have a job coming up 


right now, our quotation will interest you. 


ILLINOIS PHOTOGRAVURE CO. 


4 Portland e Seattle « Los Angeles 
Kansas City Lovisville e Chicago 


+ Roche, Willioms & 

: Cleary 466 W. 
Martin Senour 

Paint Co. 

Grent-Jocoby 


t.|Rankin Advertising Service, St. 
ornic | Louis, as production manager. 
\ 
MARKETS, OR TO GET THE ADVANTAGE OF COLOR “Sg 
SMALL JOBS WE IN 


60” sheets in either monotone, 


ton 


Superior St. + Chicago 10 + De. 7-6950 
Prompt service in and from 


Cincinnati e Washington, D. C. a) 


4 


*, 


GOL 


ARE YOU GETTING ALL YOU CAN 
from the 1949 Buying® the 


F MARKET? 


‘le. 


— GOLFDOM 


The Business Journal of Golf 


ALBRO C. GAYLOR 
New York City 


Gy * $ 208,000,000 in club- 


407 S. Dearborn Street * Chicago 5 


ROY M, McDONALD CO. 
Los Angeles—San Francisco— Seattle 


* $22,400,000 in course 


equipment and supplies 


house supplies 


Send for 

“Golf Market, what 
and how it Buys.” 

for’ 


waste-free coverage, 
schedule... 


GOLFing 


The National Players Magazine 


4 


DECEMBER AND 1948-47 TOTAL AD VOLUME IN BUSINESS PAPERS 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced without written permission. Unless 
otherwise noted, all publications are monthlies with standard 7x10 inch type page. 
December Pages Year Pages Pages Y 
‘ 1948 1947 1948 1947 1948 1947 1948 1947 
* estern Canner and Packer.... 
cage «1,088 | Western Construction News... °94 *88 1,167 «1,192 
A il Weel *79 *74 977 880 
American Machinist (bi-w.).. **478  *420 6,430 5,710 a 
Analytical Chemisty. 443 ais World Petroleum ........... 57 58 ‘872 ‘831 
Architectural Recore 1157 133 1,856 1,669 16,055 16,164 207,251 208,788 
utomotive Industries - rade 
(semi-mo.) 158 177 2,128 «2,462 
pescecersocrcerccoss , merican Druggist .......... 7 88 1,620 1,832 
Brewers’ Digest ............. $67 47 498 540 
Brick & Clay Record......... *40 *42 525 507 chandiser (bi-w.) 1#128 *146 1,876 1,682 
Butane-Propane News ....... *99 *108 1,325 1,2 ‘oot & Shoe Recorder ‘ - 
1973 #39 1.022 1.092 (semi-M0.) 147 141 2,413 2,648 
ee Building Supply News........ 93 97 1,719 1,579 
Ceramic Industry ........... *62 *59 916 820 | Chain Store Age— 
Chemical & Engineering Administration Edition 
108 139 1,514 1,527 * 

7 Combinations ........... §*39 $62 356 385 
Chemical Engineering rrr rn) 280 270 8,571 3,409 Dru ist Editions 51 64 1 185 1 327 
Chemical Industries ......... 1#101 *105 «1,275 1,292 Merchandise 
riety Store Editions ..... 14 91 1,580 1,617 
Gon 192 2'418 | Domestic Engineering ....... 148 164 2,074 1,988 
Construction Digest (bi-w.).. *2*166 *129 1,829 1,704 | Electrical Dealer ............ 50 51 713 812 
Construction Methods ........ 110 “118 1.544 1.588 Merchandising 

Contractors & Engineers | Electrical Wholesaling ...... *85 aag 1,159 1,253 
Monthly (934x14) ......... 53 52 761 660 72 81 959 903 
Diesel Progress (9x12) 51 139 685 Fueloil. & 72 120 1,19) 1,431 
Distribution Age ............ 61 62 162 771 | Geyer’s Topics 282 
Drug & Cosmetic Industry... *124 *134 1,506 1,668 | Glass Digest ..............+. 27 21 301 220 
Electric Light & Power...... 92 75 1,069 1,023| Hardware Age (bi-w.) ...... 1 2264 250 4831 5223 
Electrical Engineering ....... *62 *57 665 605 | Hatchery & Feed ........... 82 45 496 577 
aintenance 1 1 1,69 1,5 osiery industry Weekly.... 
Electrical South 45 47 143 709 | Implement & Tractor (bi-w.) 1172 155 2345 2059 
Electrical West 83 716 1,084 1,023 | Implement Record ........... 65 74 899 907 
Electrical World “(w.) Lirets ate 242 214 8,195 2,994 | Industrial Distribution ...... 165 179 2639 2664 
ngineering ning ewelers’ Circular-Keystone. . 114 3692 
124 129 1,526 1,544 | Leather & Shoes (w.)........ 5§*150 3§*188 1357 1381 
Seen News-Record Lingerie Merchandising ..... 59 73 988 981 
a | Liquor Store & Dispenser .... 37 58 699 122 
vating “ngineer .......- 101 117 2082 2000 
Factory Management & 105 110 1579 1696 
Maintenance Sevbsddedaeeee *212 *230 2,938 3,068 | Motor Service .............. 2121 150 1895 2110 
Fire Engineering .... 55 51 670 776 a National Jeweler) (5%x 
Fleet Owner ........ 115 133 1,546 Le PS ye een 192 202 2855 3246 
Food Industries ..... 144 170 1,890 2,046 National Bottlers’ Gazette. . 100 1380 1446 1580 
Food Packer .......... *45 *56 655 680 | National Furniture Review... 82 91 1112 10383 
Food Processing Preview C156 55 671 . 688] om i 10 
Foun d *209 214 2.520 3.429 ce Appliances ........... 150 154 1803 2033 

TY ~ Photographic rade News. 61 82 885 1185 

um ng eat ng usiness 2 60 933 802 
Gas Age (bi-w.) 78 76 1,064 1,069 | Plumbing & Heating Journal. 65 68 826 751 

onditioning , , 8 350 200 
Heating & Ventilating ...... 76 81 931 922 Poultry Supply Dealer....... *26 *29 350 887 
Review. rr 74 93 1,243 1,180 117 124 1889 2021 
ndustria ngineering dio & Television Retailing. 60 64 903 1063 
Chemistry 116 129 1,468 1,444 | Sheet Metal Worker.......... 63 13 977 956 
Industrial Finishing Southern Automotive Journal 93 100 «1577'S 
1 ane Southern Hardware ......... 81 93 1189 1298 
Iron Age 668 7,142 | Goods Dealer. ....... 
Machine Design ............. *205 *233 2,544 2,595 | Super Market Merchandising. 191 81 1346 1399 
Machine & Tool Blue Book Variety Merchandiser (444x 
Wood Construction & Build- 
Manufacturers Record ....... §37 $41 583 612 
Engineering & Ship- ing Materialist ............ 40 29 584 874 
1 1,131 ,385 
142 1,665 1,778 Class Group 
echanical Engineering ..... 1 100 1,164 1,128 
Mechanization .............. #82 77 ora | Ase (w.) 10 
Metal Finishing ............. 68 81 856 920 | American Funeral Director.. 173 14 842 923 
Metal Progress 120 116 1,618 | American Hairdresser ....... 38 50 628 728 
94 103 1,324 1,315 | A: 
merican Restaurant ........ 83 85 1185 1194 
Milk Plant Monthly.......... *50 *66 668 672 P 
Mill & Factory #199 236 2,855 8,142 Banking (7x10-3/16) ........ 49 50 788 723 
Mining & Metallurgy......... 26 27 289 355 Seger: 
Modern Machine Shop Restaurant Combinations... 15 22 363 378 
256 271 3,817 3,638 | Cleaning & Laundry World.. 41 37 555 423 
Modern Packaging .......... *141 *143 1,814 1,745 | Dental Survey .............. 98 126 1315 1659 
Modern Plastics ............+ #138 *165 1,768 2,057] Fountain Service ............ 34 36 608 562 
Modern Railroads ........... 47 27 596 343 | Hospital Management ....... 73 69 957 909 
National Provisioner (w.).... 1150 138 2,006 1,940 | Industrial Marketing ........ 102 93 1194 1231 
National Safety News........ 52 60 833 850 | Journal of the American Med- 
Oil & Gas Journal (w.)...... * 969577 §*501 6,704 6,052 ical Association (w.) ...... *268 *294 3788 8952 
Operating Engineer 606 Laundry Age 716 17 1068 1036 
Organic Finishing ........... Ff 12 157 168 | Medical Economics (444x6%). 108 106 1365 1260 
Packaging Parade 44 47 663 624 Modern Shop. 55 79 1057 1172 
Paper Industry & Paper World 90 ST «61,088 1,009 | (semi-me.) 
Paper Mill News (w.)....... 1§#197 §*129 1,728 1,617 (414x6%) pes ce 118 119 1659 1638 
Paper Trade Journal (w.).... *#*210 §*212 2,380 2,401 | Nation’s Schools ............ 61 55 821 7173 
Petroleum Engineer ..... oe: 9160 138 2,005 1,969 | Oral Hygiene (4-5/16x7-3/16) 118 126 1482 1664 
Petroleum Processing .... 71 38 684 399 | Restaurant Management .... 72 72 1029 1030 
choo! xecutive — 
Plant Engineering .. *22 13 264 47 Equipment News .......... 44 41 688 629 
ractica uilder .. ’ 991 
Printing Magazine 784 770 56 65 969 1031 
roduct Engineering ........ »286 8,325 
Production Engineering & 1,945 2,118 27,819 28,752 
Products Finishing 1,086 | Group 
roducts Finishing x 
Progressive Architecture ..... 96 72 1,098 1,054 114 50 1122 oer 
6.0 *217 247 3,055 2,979| American Exporter 
Quick Frozen Foods & the 211 241 3282 3373 
Looker Plant 53 69 753 1,086 | American Exporter Industrial 
Railway Age (w.) ........... 1184 204 2,896 3,553 (two editions) ............ 147 143 2182 1949 
Railway Engineering & - Automovil Americano ........ 125 66 1312 1153 
Maintenance .............. 55 796 785 | Caminos y Calles............ 
Railway Purchases & Stores.. 99 96 1,353 1,344 ; + 
1 u Hacienda (two editions) 101 121 1405 1551 
Railway Signaling .......... 29 30 867 349 12 17 163 203 
Roads & 69 76 976 964 Ingenieria Internacional 
§*131 $*147 1,405 1,483 68 78 892 9 
671 
88 1,028 1,055 91 106 1185 1350 
19394 «5,199 5,582. | McGraw-Hill Digest ........ 28 10 280 95 
Telephone Engineer ......... 53 60 677 680 | Pharmacy International ..... 517 23 260 182 
Telephony (W.) 1*118 *105 1,498 1,419 
: Revista Aerea Latinoamericana 14 21 201 289 
Textile Industries ........... 161 157 2,070 1,840 | Revista Rotaria 1 12 91 117 
ai (6x7%) ... 98 106 "402 84 39 455 576 
Tool 78 70 1046 Taller Mecsnico Moderno. . 58 91 258 406 
Traffic World (w.) . cgseeeees *106 108 1,447 Al8 Textiles Panamericanos ...... 62 67 760 126 
ater ewage Works ..... 
“WwW. 
Welding Engineer .......... 68 6 718 $811 (See footnotes on Page 51) 
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Business Paper 


Only 1.5% in ‘43 


Cuicaco—For the third year in 
a row, U. S. business publications 
have suffered loss in advertis- 
ing volume. But the three-year 
losses have been so low that busi- 
ness paper volume continues at a 
‘level far in excess of any year 
prior to 1945. 

The loss for 1948 was 1.5%. 
In 1947 a.1.2% loss was experi- 
enced, and in 1946 they carried 
2.7% fewer pages of advertis- 
ing than in 1945. These losses 
came after big wartime gains— 
25% in 1943, 23.3% in °44 and 
13.8% in 

The figures are shown in In- 
dustrial Marketing’s tabulations 
of business paper advertising. With 
the new 1948 report, IM shows that 


covered had a 2.5% 


month of 1947. 


} All groups of business papers 


26’ class and 19 in the export 


| covered (139 industrials, 51 trade, 


group) sustained losses in Decem- 
ber and for the year as a whole. 
The publications carried 24,445 
pages in December, down 626 
pages from 25,071, and for the 
full year carried 328,961, down 
5,127 from 334,088 in ’47. 


— 


= In December, the industrial pub- 
lications carried 16,055 pages of 
advertising, down 109 or 0.7% 
from 16,164 pages in December, 
1947. With this they had a 12- 
* month total last year of 207,251 
pages, also 0.7% fewer than 208,- 
788 carried in 1947. 
The trade group carried 5,173 
Ww pages in December, down 296 or 
5.4% from 5,469 the same month a 
year earlier. This brought their 
total for 1948 to 78,010 pages, 
2,294 pages or 2.9% fewer than 
80,304 carried in the preceding 12 
months. 
‘ The biggest loss for the year 
was suffered by class publications. 
Last month they carried 1,945 
} pages, down 8.2% or 173 pages 
from 2,118 a year ago, and in the 
past 12 months they carried 27,- 
819 pages, off 933 or 3.2% from 
28,752 in 1947. 
Export publications in December 


Ad Volume Down 


Advertising Age, January 10, 1949 


carried 1,272 pages, off 3.6% or 
48 pages from 1,320 for the month. 
In 1948 they carried 15,881 pages, 
off 2.2% or 363 pages from 16,- 
244 in 1947. 


~The following footnotes refer to 
the Sees on _ Page 50. 


Ad Allowances by 
Film Distributors 
to Theaters Drop 


ue. 

*Includes ‘classified advertising. 

(7x10 units, sold as pages. 

Estimated. 

*Three issues. 

*Five issues. 

*Knit Goods Weekly has been renamed 
Hosiery Industry Weekly. 

‘Pharmacy International published its first 
edition in June, 1947. 

*Operating Engineer published its first 
regular issue January, 1948. 

™TDoes not include advertising in special 
Western section. 

8Plant Engineering published its first is- 
sue November, 1947. 

°As of January, 1948, Water Works En- 
gineering became a monthly. ene 1947 
figures are based on two issu 

Office Ar diances 1948 total > 11 
issues, .¥47 includes 12 issues. 


HoL_tywoop—Cooperative adver- 


Eastman Joins Robinson 


Charles J. Eastman Jr., for- 
merly with Ralph Yambert Organ- 
ization, Hollywood, and Davis & 
Co., Los Angeles, has joined the 
creative staff of Elwood J. Robin- 
= Advertising Agency, Los An- 
geles. 


Clukas to Brown & Caldwell 


Irving Clukas, editor of “Rexall 
Ad-Vantages,” published by Rex- 
all Drug Co., Los Angeles, has re- 
signed, effective Feb. 1, to join 
Brown & Caldwell, Los Angeles 
photo-engraver. 


Rejoins ‘Apparel Aris’ 


Bernard J. Miller, formerly on 
the executive sales staff of Ap- 
parel Arts, New York, has rejoined 
that publication as eastern adver- 
tising manager. Previously Mr. 
Miller was with Pic and has been 
advertising director of The Mer- 
chandiser. 


Joins McCann-Erickson 


Bess Harrison, formerly with 
Kudner Agency, New York, has 
joined McCann-Erickson as radio 
business manager of the Holly- 
wood office. 


‘Rio’ Names Representative 


Rio Magazine, published in Rio 
de Janeiro, Brazil, has appointed 
Irene Hamar-Constance Wyckoff, 
New York, as its representative in 
the United States. 


MYSTIK 


Ges up! 


SEE 
PAGE 


in December the 235 publications 
decline in 
physical ad volume from the same 


tising allowances given by motion 
picture distributors to key city 
exhibitors will be all but elimi- 
nated in 1949, it is reported. Only 
exceptions will probably be New 
York and Los Angeles because of 
their value as showcases for pub- 
licizing pictures. 
The step is taken because it is 
felt such advertising has grown 
excessive. Although the general 
average on co-op advertising has 
run between 30% and 50%, in 
some cases allowances have run as 
high as 90%. 
It is expected exceptions will be 
made to the new policy for a 
small number of top pictures, but 
not to the extent practiced in the 
past. 


G-E Names Smiddy V. P. 


‘Harold F. Smiddy has been el- 
ected vice-president of General El- 
ectric Co., Bloomfield, N. J. He 
will continue as general manager 
of the company’s air conditioning 
and chemical departments. 


Kameny Get Hotel Account 


Four Seasons Lodge, Ste. 
Agathe des Monts, Quebec, has ap- 
pointed Seymour Kameny As- 
sociates, New York, to handle its 
advertising. 


Appoints Melamed-Hobbs 


Melamed-Hobbs, Minneapolis, 
St. Paul and Chicago, has been ap- 
pointed to handle the advertising 
of the U. S. Bedding Co., St. Paul. 


REVERE PHOTO 
712 Federal Street 


Quality Printing Plates 


REVERE FOR COLOR 


| 


MEN WHO HOUSTON GREAT 


wi 


A, PRESIDENT of the beautiful Palais Royal, one of Houston’s largest 
and most popular women’s specialty stores, “Is” Erlich is a leading 
light in our world of fashion, and a dominant power in independent 
retailing circles in South Texas. 


Likewise, he is an important Houston advertiser with a sizeable 
budget that includes more than a quarter million lines for local 
newspaper advertising — over seventy-five per cent of which is used 


in The Chronicle. 


“During our twenty-seven years of serving the women 
of this area,”’ says Mr. Erlich, “we've learned about the 
many things that influence their buying. The fact that 
we spend a great deal more money in The Chronicle 
than in the other two Houston dailies combined, is a 
tribute to The Chronicle’s strong editorial appeal to 
women and to its proven advertising effectiveness. 
Only recently we had to have police assistance to 
handle overflow crowds that responded to a sale 
announcement appearing in The Chronicle.”’ 


Such outspoken praise as this comes to us from Chronicle 
advertisers more often than you'd imagine. It pleases us tremendously, 
naturally, but what’s more important, it indicates the significant role 
we're playing in Houston’s economic scheme of things — for local as 
well as national accounts. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


FIRST IN HOUSTON IN -CIRCULATION AND ADVERTISING FOR 35 


BRANHAM COMPANY 


National Representatives 


CONSECUTIVE YEARS 
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THE PHILADELPHIA INQUIRER 

1948 CARRIED 
MORE THAN 
LINES ADVERTISING- 

THE LARGEST ANNUAL VOLUME 


VER PUBLISHED ANY 
PHILADELPHIA 


ANY TIME! 


% Both the Inquirer and 2nd paper 
publish 7 days. Source: Media Records 


Che Philadelphia 


Exclusive Advertising Representatives : 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; 
GEORGE S$. DIX, Penobscot Bidg., Detroit, Cadiliac 6005 


West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ; 
448 S. Hill St_, Los Angeles, Michigan 0578 


NOW IN ITS 16TH CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP IN PHILADELPHIA 
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